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Dealer Builds 1.000 


Houses on Six Tracts 


Here’s a story that tells the ulti- 
mate in DSC (Dealer Sales Con- 
trol). Oklahoma lumber com- 
pany, through its subsidiary con- 
struction firm, builds in every 
price range with 40-man crew; 
gets other builders to develop 
land together. See page 26. 
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,  SMALL-YARD | 
MECHANIZATION 


Lift trucks enable dealer to handle 
25% more volume with same num- 
ber of yardmen. See page 40. 





STANDARD DOOR 
CLOSER 


; ADDED TO 
Here’s economy — with quality, 
too, the same Dexter superior THE DEXTER 


quality that’s built into the famous 
Dialmatic door closers and all LINE 
the Dexter lock lines. 
This new standard closer for screen 
and combination doors offers 
fingertip closing speed adjustment. 
Installs easily in two quick steps 
and is equipped with time-saving 
Dexter mounting spacer for No. 80 Dialmatic Door Closer — ad- 
error-free installation. Seg wer feeling a 
Fastens securely to metal or wood parse’ Mew pan attny, ~Petrednacses-teag 
combination doors, light interior doors. 
out-swinging doors. Has simple, 
foolproof hold-open device, baked 
aluminum finish. 
Write for literature. 


DEXTER LOCK DIVISION 


Dexter Industries, Inc. * Grand Rapids, Michigan ; 5 
In Canada: Dexter Lock Canada Ltd; Galt, Ontario. In Mexico: Dexter Locks, le) | ane child-proof push button dial 
= lock prevents tampering with 





No. 81 Dialmatic Door Closer 


Plata Elegante, S.A. De C.V. Monterrey. Dexter Locks are also manufactured in y x 
Sydney, Australia, Milan, Italy and Porto ,Portugal. closing speed adjustment 


BUY DEXTER 











You can fill any 
louver order from 
the Gold Bond line! 


There’s a Gold Bond louver or vent in 
every style for every home ventilation need. 
The complete line offers adjustable, fixed, 
flush or recessed louvers as well as venti- 
lators for roof, wall, under-eave and foun- 
dation. All are ruggedly constructed of 
heavy gauge aluminum that meets the new 
FHA minimum property standards. 

Your builder-customers will like Gold 
Bond louvers and ventilators because 
they’re trouble free. They’re easy to install, 
fit snugly and never rust or need paint — 
they’re aluminum. New adjustable louvers 
fit every roof pitch from 3/12 to 8/12 with 
more free area for maximum ventilation. 

To get acquainted with the full line of 
Gold Bond® louvers and ventilators, write 
for pocket-size reference chart and new 
catalog. Dept. AL-89. 


NATIONAL GYPSUM COMPANY 
BUFFALO 13, NEW YORK 
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Trust your AIM*...Moser Lumber Co. did... 
Acme Steel Strapping speeds lumber handling 


MOSER LUMBER COMPANY, NAPERVILLE, ILLINOIS, with the help of 
an Acme Steel Strapping Idea, has achieved a much faster way to deliver 
lumber to local home builders. (Idea No. U5-4) 
Strapped lumber packages are loaded by lift truck in a matter of 
minutes at the yard, and unloaded at the building site in 5 minutes 
Aainaititlins thas with the use of roll-off trucks. Formerly all this was done by hand. 
Bill Saari helps © 4 Heavy-duty Acme Steel Strapping allows larger truck loads and keeps 
many companies ‘ lumber secure and protected during transit and after unloading. 


to better, foster : Now each truck makes double the number of trips per 
packaging and 


working day. Another example of time and manpower being used to 
product handling. 


the best advantage through the application of Acme Ideas. 

*Trust your Acme idea Man. His experience qualifies him to discuss 
your packing and shipping problems. Write Dept. ABU-89, Acme Steel 
Products Division, Acme Steel Company, Chicago 27, Illinois. 

In Canada, Acme Steel Company of Canada, Limited, 

743 Warden Avenue, Toronto 13, Ontario. 


a4 STEEL STRAPPING 


Circle No. 302 on Handy Cover Card August 31, 1959, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 





WHAT IS “DSC”? This insignia 
above, which you'll see used with many 
articles in A.L., is a symbol for DEAL- 
ER SALES CONTROL. It is one of the 
permanent principles guiding our edi- 
tors. It signifies a progressive manage- 
ment method—controlling the sale— 
which works for the home building, re- 
modeling, farm and commercial markets. 

When a dealer controls his sales, he 
performs services for either contractor 
or consumer, assuring adequate profit 
on materials and customer satisfaction. 

DSC can stem from land control, pre- 
fabing, financing, sales of new homes 
or remodeling packages (rather than 
pieces) to builders or consumers by the 
retailer. DSC also means product brands 
and specifications controlled by the deal- 
er. 

As the DSC principle grows, every 
segment of the building industry will 
benefit. There will be more building 
and remodeling; creative selling of qual- 
ity products; stable distribution and 
customer convenience through one-stop 
retail showrooms and stores. 

During the coming months you will 
see dramatic evidence of DSC in Amer- 
ican Lumberman. Topics to be covered 
include land development by the dealer; 
building companies controled by the deal- 
er; fabrication of trusses and other com- 
ponents by the dealer; control of the 
home improvement market by the dealer. 


Something to 
Think About .. . 


Almost a year ago, the executive com- 
mittee of the National Retail Lumber 
Dealers Association approved certain 
recommendations of the Cresap Report, 
a management study of the NRLDA 
organization. This study cost dealer 
members $30,000. 

Many changes were needed, the re- 
port stated, to make NRLDA strong and 
beneficial to its members. Most of the 
basic changes approved by the executive 
committee have not been made. 

For example, a successor to H. R. 
(Cotton) Northup, the executive vice- 
president. was to be named. Maybe 
something fas happened on this and 
other recommendations made in_ the 
Cresap Report and approved by the exec- 
utive committee; if so, there is a news 
blackout, perhaps because no public re- 
lations representative (another Cresap 
Report recommendation) has been an- 
nounced 

The big problem, it is said, is money. 
Only $15 of your dues to your fede- 
rated regional association is allocated 
to the National for its many activities 
in your behalf. Does that make sense? 
A truck driver, points out NRLDA 
president Herb Blackstock, pays more 
per year to his union! 

This industry needs a strong national 
association. You can have one by in- 
sisting that the Cresap Report recom- 
mendations be acted upon promptly. 
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AD MATS for Fall Selling, Remodeling 


e Ideas for Ads 


¢ Complete Layouts 





¢ High quality illustrations 


ADservice, produced by American Lumberman, has unique flex- 
ibility. If you promote remodeling, illustrations are offered on all 
big ticket packages. And when a multi-item ad is planned you 
have your choice of hundreds of product mats. 


Other mats for ye et Ready for Winter” 
ampaign are ble from Americ 
Lumberman's J e catalog 


There are now 34 mat pages available. Each page sells for $3.95, 
less in quantities, and you get a large heading illustration and from 
six to seven smaller illustrations on every page. With each page, 


we also provide suggested layouts and copy. 


Package 2 


Theme and Project 
Ilustrations 

Add-a-room (exterior) 
Add-a-room (intérior).... 
Add-a-room (sketches) 
Attic room 

Christmas, headline illus 


Entrance, before-after 

Family-recreation room ....23, 

Garages 

Garage converted to room 

Get ready for winter 

Home improvement 
(composite) 

Insulation 


Modernization Magic 
Money to loan 
Outdoor living .. 


Paneled room UIE : 


Planning help 
Plywoed ... 


Screened porch 
Warehouse sale 


Package 1 


American Lumberman 
59 E. Monree St. 
Chicago 3, til. 


(Circle pages desired) 
Package | 


Products and 
Applications 
Acoustical tile 
Awning, window 
Caulking 

Christmas patterns . 
Combination doors .., 
Combination windows 
Counter top 

Doors, interior . 

Fan, kitchen 

Fence, picket 

Floor tile 

Hardboard, perforated 
Insulation, blanket 
Insulation, pouring . 
Kitchen cabinets 
Louvered shutters, interior.... 
Lumber, piece-price 
Paint, exterior 

Paint, interior .. 

Ping pong table 
Plywood 

Roof cement .. 
Roofing, shingles ..... 
Storm sash 

Table legs .. 

Tools, hand 

Train table, plywoo 
Wall tile 
Weatherstrip 
Wrought iron railing 





Theme and Project 
Illustrations 
Add-a-room 

Attic Rooms . 


Christmas, general ......... 
Christmas, recreation room 
Christmas, tools ................ 


Fencing .... 


Mat Cornice, plywood 
Page No. 


2, Doors, combination ......... 





Storm Sesh MAT NO. 317 





ie 
olla 
5/9 


Storm Doors MAT NO. 321 











TYPICAL MAT page is shown above. Mat No. 30 includes a 
seasonal heading in 1, 2 and 3 column sizes, plus individual 
cuts for storm sash, caulking and weatherstripping, combination 
windows and storm doors. Other ADservice mat pages offer 
more seasonal product illustrations and a full line of cuts for 
promoting popular remodeling packages, such as kitchens, 
family rooms. 


Paint brushes ......... 
Paint, exterior ..... 
Paint, interior ..... 
Paint, masonry . 
Paint, roller and tray 
Ping pong table . 
Plywood 


yw vee 
Plywood built-ins 


Counter top 
Cutting board . 


Doors, flush .. a ecealeaalin 
. 19 Doors, folding 
. 20 Doors, interior 
. 18 Doors, louver Plywood handy panels 
a Doors, screen . Plywood paneling . 


sf v7 
Fence, ornamental a Plywood train base 
Posts, fence ..... 


1, 2, 3, 4, 5, 6, 7, 8, 9, 10, 11, 12, 13, 


14, 15, 16, 17, 18, 19, 20, 21, 22 
—_——_-_—_pages @ $3.95 
entire package $82.50 


Package 2 
23, 24, 25, 26, 27, 28, 
29, 30, 31, 32, 33, 36 


_—pages @ $3.95 
entire packege $44.90 


Cataleg Send free catalog 1 


jbmeinielD 





Garage selection 

Hardware .......-ce = 
Home workshop, tools ........ 
Home improvement for interiors 
Insulation . 

Kitchen remodeling .. 

PPAR, ..orrccorcosrscccesnvecstsses 
Porch or breezeway 
Recreation rooms ..............00+ 


Spring check-up ....... 


Products and 
Applications 


AAjustable POSt 0.0... cccverereereneneenees 


Blanket insulation 


Caulking gun 

Cedar closet lining . 
Ceiling tile, insulating 
Ceiling tile, ical 


7 ‘Fence, pickets 


Fence, posts .. 


Roof coating ... 
Roofing, roll ..... 


. e Fence, wood and wire % 
Roofing, shingles . 


2 FIOOF tile .......-se00vere . 
. 21 Flooring, hardwood ......... 


Garages 

Garage doors . 

Glass block . 

Gutter and downspout . 


Hardboard, perforated . 
Hardboard, wall tile . 


Screen, window . 
Screen, roll ........ 
Shelving lumber . 
Shingles, asphalt . 
Shingles, wood ..... 
Siding, wood 

Stairs, disappearing . 
Storm sash ......... 


te Po PD 


Vrennornr 


Hardware, builders’ .... - 
EI SIRI  wiscscsnevesesnszesinvenvoretesvinenis 


Insulating plank 
Insulating siding 
Insulation, blankets 
Insulation, pouring ...... 


Tools, garden .. 
Tools, hand ..... 
Tools, power ..... 
Trellis 


Wallboard 


Jalousie , 
Kitchen cabinets . 
Knotty pine 


Ladders .. 
Lumber .... 





Concrete mix 
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PERSONAL VIEWPOINT 





Should Retailers Fear the 
Merger Trend in Building Materials? 


Just about every mail now includes a release or two announcing the 
merger of a lumber, wood products or building material manufacturer. 
Once a rarity, the pace is increasing, posing real questions for thought- 
ful dealers and distributors. 


Further, the mergers have a different character today. Once they 
were simple combinations of manufacturers making basically the same 
product. From such mergers came savings in general overhead, research, 
advertising and sales promotion. Frequently, dealers, wholesalers and 
the general public benefit. 


The main reason behind today’s mergers is diversification. By this 
yardstick, a manufacturer making, say gypsum board, could buy a firm 
in ceramic tile, one in plumbing, in built-in appliances or lighting 
fixtures. Preferably the new line should be sold to the construction in- 
dustry and through existing distribution channels. 


Mergers with a diversification flavor have already taken place in 
building materials. But what is even more important, many more are in 
the talking or negotiation stage behind the scenes. We'd say most of them 
seem sensible and part of the increasing trend in America toward bigness. 


Such bigness, however, carries a responsibility, which should be 
frankly discussed. Mergers involving single basic lines, where restraint 
of trade might be involved, are monitored by the Federal Trade Commis- 
sion. Such protection is rarely available where a merger for diversifica- 
tion is planned. Both the retailer and wholesaler must look elsewhere 
for protection, if required. 


The wholesaler, it seems to us, is in a fairly tricky position. The 
merged firm may decide to run its various divisions competitively and 
no problems may develop. But some giants plan to concentrate all their 
lines—new and old—through a single, king-sized distributor in various 
areas. They have their pets and seem willing to help financially where 
required. Or again, a string of company-owned warehouses may enter 
the picture. We've all seen this happen already on certain wood special- 
ties. 

Dealers, too, must stay alert and ready to fight for rights earned by 
performance. That this can be done effectively is amply illustrated by 
the new status of automobile dealers after they began to battle with the 
factories. 


Fortunately, the retailer of wood products and building materials is in 
a very strategic position. Over recent years, the principle of DSC (Dealer 
Sales Control, see page 5) has become a basic tool for running a more 
profitable business. 


When a retailer really controls the house job, the remodeling project, 
the store trade, he has little to fear from even the biggest manufacturer. 
Volume in construction comes from selling the package, not XYZ’s ply- 
wood or gypsum board. All the mergers in the world will never sell a 
house, a family room or get the man down the street to repair his front 
steps. 

But... and this is a big “but”. . . unless a dealer employs DSC, we 
predict a considerable danger in this merger trend. You'll see more direct 
selling of all kinds and lots of courting of cash-and-carry yards by the 
merged companies. The prices being paid for going concerns—$1 million 
up to $90 million, suggests that the drive for volume could dominate the 
scene. 

Your power is DSC. With this in your hands you will have the satis- 
faction of picking and choosing your suppliers—no matter how big 


they become. 
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NATIONAL PREFAB HOMES will have almost 1,000 dealer-builders, produce perhaps 
45,000 houses this year as a result of acquisition of seven other, prefab 
firms, announced chairman James R. Price. This would mean one firm build- 
ing 3.5% of the industry's homes. 

Companies now in the National fold are Knox Corp., Thomson, Ga. ; American 


Houses, Inc., Allentown, Penna.; Thyer Mfg. Co., Toledo; W.G. Best Factory- 
Built Homes Inc., Effingham, Ill.; Lester Brothers, Inc., Martinsville, Ve.; 
Fairhill, Inc., Memphis and Western Pacific Homes Inc., Decote, Calif. The 
latter acquisition puts National on the west coast for the first time. The 
big purchase was said to total $16.7 million in shares and cash. 


NEW INSURANCE RATINGS FOR WOOD became effective July 1 in Washington state. 
Pressure treated wood has been approved by the Underwriters Laboratories, 
Inc., aS a non-combustible building material. Washington becomes the 





Masonry-concrete buildings and masonry treated wood building will now 
carry about the same fire insurance rates in Washington. Rates for 
pole type structures of treated wood have been cut 60 to 90%. 


PROFILE OF THE 1959 HOME is just under $14,000; 1,210 square feet and one- 
story. These are the highlights of the Builders’ Economic Council of 
NAHB. Also reported was a significant switch in the lower brackets - 
the $8,000-$9,000 house volume nearly doubled. 
Only 37% had one bath as compared to 43% in 1958. Presently only 7% 
of the nation's homes have only two bedrooms. No changes were reported 
in the number with garages or basements. Only 3 houses in 10 now have 


a basement. 


RESULTS OF UNIT-LOAD TESTS on lumber shipments conducted by NRLDA and NLMA 
coming soon. Printed report now being compiled is based on 720 experimental 
packaged shipments from 55 mills to 595 retail and wholesale yards. 
This study will enable the industry to decide on standardization of unit- 
load sizes to which both mills and retailers can adhere. 


OF THE YEAR is being planned by NAHB. The big idea is a national model 
home for the representative citizen using the latest in building methods. 
Builders have in mind a 1,425 sq. ft., 3 bedroom, 13 bath model, 
adaptable for either slab, crawl space or basement. 

Floor plan and new techniques for building will be mandatory for builders 
who wish to tie to the national publicity. Detailing — siding, roofing, 
insulation -— will be up to each builder. Basic goal of the program is to 
close the gap between development of a new building idea and its use on 
the job. NAHB hopes to get wide acceptance for a new building technique 
in 2 years, not 10 years . . . a common time lag. 





CANADA'S BUILDING YEAR will be the second best in history — starts could reach 
143,000 in spite of tight mortgage money. The top so far was last 
year — 164,632 houses. Interest rates are 64% to 74% on conventional 
loans and they will account for about 85,000 units of this year's volume. 
The NHA (like FHA) is 6% interest and frozen. As in the U.S. this is 
unrealistic and builders have generally quit making NHA commitments. 
Discounts are banned but builders are pushing for them. 
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at press time 


Balcom to Head "DSC" Panel at Exposition; 
Titcomb is Chairman of Remodeling Seminars 


DSC (Dealer Sales Control) gets spotlight at NRLDA Exposition 
in Cleveland, Nov. 14-17. One workshop will tell how to con- 
trol sales through land, financing and building. Packaged home 
improvement sales will be featured in Exposition display center 


and seminars. 


The National Retail Lumber Deal- 
ers Exposition gets to the heart of 
important management trends _ this 
year in its sixth annual show in Cleve- 
land, November 14-17. Clinics and 
special displays will show how to con- 
trol the sale of materials through 
land, building and packaged remod- 
eling. 

Harry V. Balcom, Shreveport, La. 
dealer, has been named chairman of 
the clinic, “Land Control and Dealer 
Building,” which will outline step-by- 
step how to control the new home 
sale through land and financing. 

William H. Stine, Exposition pro- 
gram chairman, said that the small 


dealer will find the land clinic espe- 
cially useful. 

Paul R. Ely, former NRLDA pres- 
ident and executive of Ely-Hoppe 
Lumber, North Platte, Neb., will han- 
dle the subject, “Purchasing Land for 
Development.” Walter W. Pershing of 
Home Materials Co., Mansfield, Ohio, 
will cover “Contractor-Dealer Rela- 
tionships.” Robert T. Arnold, E. T. 
Arnold Lumber Co., Adams, Mass., 
and N. K. Irwin, Long-Bell Division 
of International Paper Co., Kansas 
City, Mo., will present “Unit Con- 
struction Methods.” 

Packaged remodeling. E. R. Tit- 
comb, president of Rock Island Lum- 














SKETCH OF PACKAGED SELLING CENTER to be built at Na- 
tional Retail Lumber Dealers Exposition, Cleveland, Nov. 14- 


held in this area. 
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ber Co., St. Paul, Minn., will direct a 
special demonstration feature on 
packaged home improvement sales. 
Visiting dealers will see a unique 
“Home Modernization Package Sell- 
ing Center”, which will include life- 
size displays of a garage, recreation 
room, dormer, porch enclosure, attic 
room, fencing and a _ modernized 
kitchen. 

Seminars based on dealer case ex- 
amples of home improvement selling 
will be staged daily in the Center 

The seminars will be headed by 
Mr. Titcomb. F. B. Fitzgibbon, pack- 
aged selling specialist with the Joseph 
Guillozet Co., retail consultants, will 
also partcipate in the seminars, to- 
gether with other lumber dealers 

Dealers will receive a free mer- 
chandising kit with working sheets 
and sales promotion materials for 
each of seven remodeling packages 
displayed at the Exposition Selling 
Center. 

(See “Men in the News,” page 22, 
for another NRLDA_ Exposition ap- 
pointment.) 


Home Movern'iZaATion 
SECTION... 


NRLDA. SHOW © 


17. Seminars on packaged home improvement sales will be 





PLANNING EXPOSI- 
TION COST PRO- 
GRAM—Seated, |. 
to r., R. R. Dooley, 
U. S. Gypsum Co.; 
Stuart Caves, Hone- 
oye Falls, N. Y.; 
George Ballinger, 
Cleveland; C. lL. 
Pickhardt, National 
Gypsum Co.; Stand- 
ing, |. to r., Carl 
Muhlenbruch, Evan- 
ston, Ill.; William C. 
Restrick, Detroit; J. 
V. Wright, NRLDA, 
Washington, D. C.; 
G. J. Blake, U. S. 
Gypsum Co. 


How to Determine Handling Costs 
Will Be Told at NRLDA Exposition 


Space in the warehouse and yard 
and time spent in materials handling 
are major dealer costs. How do you 
determine these costs and what can 
you do to reduce them? 

These questions will be studied by 
dealers attending the materials han- 
dling program of the National Retail 
Lumber Dealers Exposition in Cleve- 
land, Nov. 14-17. “Principles of Cost- 
ing as Related to Profit” is the theme 
of the materials handling program at 
the convention. 


Demonstrations will show how sizes, 
procedures, yard layout and mechani- 
cal equipment can reduce costs and 
increase profits, according to J. V. 
Wright, NRLDA materials handling 
director. 

Wright is planning the program with 
Carl Muhlenbruch, materials han- 
dling consultant. A  dealer-manufac- 
turer committee headed by retailer 
William C. Restrick of Detroit met in 
Cleveland last month to iron out the 
details of the program. 





Lu-Re-Co Gets New Support From 
Leading Product Manufacturers 


Manufacturer interest in the Lum- 
ber Dealers Research Council system 
of components is at an all-time high, 
according to Ray Harrell, executive 
vice-president of Lu-Re-Co. 

Nine new supporting product man- 
ufacturers have been added in recent 
months, with several others negotiat- 
ing for supporting membership. This 
makes a total of 22 manufacturers 
backing up the franchised lumber 
dealer component program. 

Harrell predicted that at least 500 
new dealers will go to the Lu-Re-Co 
system of home construction in the 
next year. 

“All the pioneering has been done, 
improvements have been made, code 
and FHA authorities satisfied . . . the 
bandwagon has begun for the big push 
of the Sixties.” Harrell said. 

New manufacturer members are 
Wood Conversion Co., St. Paul, 
Minn.; Simpson Timber Co., Seattle; 
Kaiser Aluminum Co., Oakland, 
Calif.; Reynolds Metals Co., Rich- 
mond, Va.; Bird & Son Inc., East 
Walpole, Mass.; Bennett Mfg. Co., 
Laceyville, Penna.; Truss Prefab Co., 
Colorado Springs, Colo.; Johns-Man- 
ville Co., New York City and Russell 
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& Erwin Div. of American Hardware 
Corp. 

“DSC” through components. 
Growth of the Lumber Dealers Re- 
search Council membership among 
dealers during the past year has been 
substantial, according to Clarence A. 
Thompson, president of the Council. 
This indicates that lumbermen are 
making “DSC” (Dealers Sales Con- 
trol) work in the new housing field 
through local fabrication. 

Thompson said that added support 
will mean more sponsored research 
projects for dealer members, more 
expansion and services for the Coun- 
cil. 

Home Building School 

A 10-day course in home building 
techniques, planning principles and 
design will be conducted October 19- 
28 by the University of Illinois Small 
Homes Council—Building Research 
Council. 

Enrollment is limited to 50 persons. 
Registration fee of $135 includes tui- 
tion, classroom material, field trips 
and banquet. Write to Short Course 
Supervisor, Room 116c, Illini Hall, 
Champaign, III. 


Sandwich Building Panel 
Up For Conference Confab 


The Building Research Institute of 
the National Academy of Sciences-Na- 
tional Research Council will hold a 
three-day conference and workshop 
on sandwich panel design, Nov. 16- 
19, at the Shoreham Hotel, Washing- 
ton, D.C. 

Conference chairman’ will be 
Thomas E. Werkema, industrial re- 
search specialist for the Dow Chemi- 
cal Co. and Dr. Albert G. H. Dietz, 
of MIT, will head up the sandwich 
panel sections of the meeting. 

Sandwich panels have been de- 
scribed as an assembly with two 
faces and a core and may range from 
a foot-square aluminum unit to metal 
and concrete panels of large size and 
vast strength. 

All types of the panels will be dis- 
cussed, including those made with 
wood, plastics, metals, concrete and 
paper. 

Workshops will be headed by John 
S. Parkinson, Johns-Manville Building 
Products Research Center, Manville, 
N. J.; George W. Koehn, Research 
and Development Center, Armstrong 
Cork Co., Lancaster, Penna.; John K. 
White, American Houses, Inc., Allen- 
town, Penna.; Walter E. Vosinet, Di- 
vision of Research, National Gypsum 
Co., Buffalo, N. Y. and R. L. Hilde- 
bran, Honeycomb Division, U. S. 
Plywood Corp., New York City. 

For more information, write Build- 
ing Research Institute, 2101 Constitu- 
tion Ave., Washington 25, D. C. 


Celebrates 1 00th Birthday 

Judd Lumber Co., Dowagiac, Mich., 
is celebrating its 100th year as a re- 
tail lumberyard by holding a giant 
sweepstakes to continue through Oct. 
10. Twelve valuable prizes are being 
given away each week and there will 
be a final drawing on Oct. 10 for the 
grand prize of a 1960 model Sylvania 
portable television set. 

President Richard M. Judd is the 
third direct descendant to own the 
lumberyard, which has been operated 
continuously for 100 years by one 
family. 





NEW INSIGNIA—Trademark design is 
held by William H. Hunt, left, vice-presi- 
dent of plywood and specialty sales for 
Georgia-Pacific Plywood Corp. President 
Robert B. Pamplin, right, holds a few of 
hundreds of designs considered for the 
trademark. 
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SONIC KNOB 
NO. 486 SQUARE 
ESCUTCHEON 


ARDEN KNOB 
NO. 498 STAR 
ESCUTCHEON 


DORIC KNOB 
NO. 496 ROUND 
ESCUTCHEON 


AN THE CHEAPEST 
.+ DOLLARS LESS THAN THE HIGHEST... 


NATIONAL LOCK €Z, 


only the finest quality 
lockset gives you all 


these advantages 


Skillfully-styled knobs and escutcheons to blend 
with every type of architecture and decor. 


"Panic-proof" design to permit emergency exit 
when inside knob is turned right or left, 
even when locked from the outside. 


Pin tumbler lock construction to assure maximum 
household security. 


Emergency release on bathroom doors to 
prevent accidental "lock in’ by children. 


Cold-rolled steel lock case and mechanism 
(no die cast parts) to provide troublefree 
service, long-term lock life. 


The quality that's inherent in NATIONAL LOCKset 
reaps big dividends striking beauty, added safety 
and security, greater convenience in use, longer 
dependable service without ‘‘call backs’ for 

costly repairs. Naturally, NATIONAL LOCKset 
quality costs a little more than the very cheapest, but 
the few pennies it takes are well worth the extra value. 





® 





HARDWARE DIVISION 
NATIONAL LOCK COMPANY 
ROCKFORD, ILLINOIS 





by Medalist 


This Period Inspired hardware 


treats cabinets and built-ins 





like fine furniture 


Closely examine the quality features of Medalist 
cabinet hardware. Note the fresh designs of the 
“Capri and “Custom” lines . . . the skillfully 
reproduced ‘'Provincial” line . . . so correct, right to 
every authentic detail. Shown here 

are only a few of the many modern and period 
cabinet hardware groupings by Medalist. 


Complete HOME-MERCHANDISING AIDS PROMOTION KIT 
available FREE! 


Complete kit contains sample lockset display card, 





key presentation folder, knob hanger, hand-out folder, 


cabinet hardware hang-tags, consumer folder and 





newspaper mats. They're designed specifically 

for use with open house events and model home 
showings. Also included is a full-color brochure 
describing how decorative and functional 

hardware can be used most effectively. These many 
selling aids explain why quality hardware by 


Medalist was chosen for the prospective buyer's 





new home. Order blank facilitates ordering 





reasonable quantities for distribution to builders. 


Write to... 


@ H RD ARE DIVISION NATIONAL LOCK COMPANY 
” ROCKFORD, ILLINOIS 











Substitute Housing Bill Slated 
For Presidential Signature 


A substitute housing bill was passed 
by the Senate as A.L. went to press. 
Although there were hints that Eisen- 
hower might veto again, the chances 
were greater that he will reluctantly 
sign it. 

The $1.05 billion measure com- 
pares with the $810 million asked by 
the President when he turned down 
original bill last month. 

The substitute gives FHA an addi- 
tional $8 billion of authority to expire 
October 1, 1960, with a provision 
that the agency cannot issue letters 


of intent after that time. This means 
that another housing bill will be 
needed next year. 


Reductions and changes from the 
vetoed measure are made in urban 
renewal, public housing, military and 
college housing provisions. 


The bill allows FHA to increase the 
maximum mortgage insurance limit 
on single-family homes from $20,000 
to $22,500 and to lower down pay- 
ments by a 5% average on values 
above $13,500. 





Harris Bros. Plan 12 Giant 
Supermarkets in Chicago 


Twelve building material supermar- 
kets, ranging in size from 10,000 to 
20,000 square feet, will be opened in 
the Chicago area by Harris Bros. Co., 
which already operates five branch 
stores in Chicagoland. 

President S. H. Harris said the 
company will open six of the stores 
by August, 1960, the rest by 1963. 

“The stores will be self-service with 
checkout counters,” Harris said. “We'll 
sell lumber, hardware, building mate- 
rials, home furnishings, housewares, 
appliances, sporting goods and toys.” 

A store operated by Harris in 
Hammond, Ind. will be the merchan- 
dising and layout pattern for the new 
units. Harris also operates a large 
mail order business in building mate- 
rials throughout the midwest. The 
company owns a controlling interest 
in the Crestline Co., millwork manu- 
facturer in Wausau, Wis. 


¢ U. S. Gypsum Co. announced plans 
to build a lime plant at New Orleans 
and enlarge an existing gypsum board 
plant at Jacksonville, Fla. Total ex- 
penditures in expansion and plant im- 
provements this year will reach $27 
million for the company. 


SOUUEAATOAT TYPED TOAST 


July Home Starts Highest 
For Month Since 1950 


Private housing starts in July 
totaled 124,500, compared with 
131,200 in June, the Commerce 
Dept. reported. This was the high- 
est July figure in nine years. 

On a seasonally adjusted annual 
basis, however, the rate was below 
that of May or June this year. A 
moderate seasonal decline usually 
comes in July, but this was more 
than expected. 

The seven-month total this year 
is 822,000 homes, the highest since 





| 


| MATERIAL HANDLING EQUIPMENT BOOKINGS | 
| 
| 
. 


180-4 1958 ev. = 109.87 
1954= 


54 = 100 


160 


1404 
| 


| 


EERE OE So 
’ 2 8 8 





MAM JS 5S A 


GOOD BUSINESS is reported by material 
handling equipment manufacturers, as 
shown above. Dollar volume of incoming 
orders booked in June was 170.72, us- 
ing 100 as the monthly average for the 
statistical base year 1954. 


NEW SYMBOL for all Weyerhaeuser 
products in this abstract tree within a 
triangle, which will be incorporated with 
present product identifications. 


Weyerhaeuser Sales Co. 
and Timber Co. Merge 


The word “timber” is being dropped 
from the name of the Weyerhaeuser 
Timber Co., effective September | 
according to president F. K. Weyer- 
haeuser. 


At the same time, the company is 
adopting a new brand symbol for all 
its products. The symbol is an ab- 
stract tree inside a triangle. 


“Timber is still our basic resource, 
but its use in the company title does 
not adequately indicate our present 
wide range of products,” Weyerhaeus- 
er said. 


The Weyerhaeuser Sales Co. will 
be come a part of the Weyerhaeuser 
Company lumber and plywood divi- 
sion October 1. Existing brand names, 
such as 4-Square lumber and Weytex 
hardboard will be retained, but will be 
supplemented with the new symbol. 
Other subsidiary companies are to re- 
tain their present names but will adopt 
the other phases of the new identifica- 
tion system. 








DISPLAY IDEA for tile, both floor and ceiling, is suggested by Armstrong Cork’s 
new showroom at the Western Merchandise Mart, San Francisco. Samples are laid 
loose on upper shelves, across the inclined top of base cabinets. Additional samples 
are in the base stored in pullout drawers. Dealers displaying extensive lines of floor 
tile and ceiling tile could easily try this idea on a standard wall fixture. 


1950 for the period and 215,700 
above starts during the first seven 
months of 1958. 


UUAUDUT EGLINTON 
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Net sales 
Cost of sales 


Gross profit 


Expenses: 


Executive salaries 
Other salaries and wages 
Truck and auto ... 
Depreciation . 
Insurance 
Taxes 
Advertising . 
Bad debts 
Interest 
Cash discount given . 
Other expense 

Total expenses ... 


Operating profit 
Discounts earned ... 
Other income .... 


Net profit before income taxes 


Markup achieved .. 





How Ohio Profit-makers Got That Way 


Profit-Makers Unprofitable Yards 


(3.61%) 
loss 





Smart Personnel Management Makes The 
Difference Between Profit and Loss 


A comparison between high-profit 
and unprofitable yards, made by 
Charles E. Benson, executive vice- 
president of the Ohio Association of 
Retail Lumber Dealers, shows that 
the amount paid for “other salaries 
and wages” is often the reason for a 
good showing or a bad one. 

As shown above in Benson’s tabu- 
lations, the profit-makers paid 11.9% 
of each sales dollar in non-manage- 
ment salaries and wages while the un- 
profitable yards paid 18.10%. 

“Average sales for the group of 
profitable yards used in this analysis 
was $705,000 per yard, with a net of 
8.36%,” said Benson. “This compares 
to an average sales of $781,000 for 
the unprofitable dealers, who reported 
an average loss of 3.61% on sales.” 

Benson pointed to the cost-of-sales 
ratio as a key figure. This is total 
sales divided into dealer purchase cost. 
The profitable dealers kept this down 
to 69.63%, compared to 72.12% for 
the non-profit merchants. 

The profit-makers achieved a 
43.62% markup on cost; the others 
only 38.66%. “Both of these markups 
are creditable,” Benson said. “How- 
ever, a good markup will not guaran- 
tee profits unless expenses are 
watched.” 

The profit-inakers have lower costs 
on every item except executive sala- 
ries. “It proves that good management 
pays, in more ways than one,” Ben- 
son commented. 
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TRUCK ENGINE PROGRESS—Prolonged 
dynamometer tests indicate the 60 de- 
gree “V"’ design gasoline engines de- 
veloped by GMC Truck and Coach Div. 
have between three and four times the 
life potential of existing gas truck en- 
gines. Engineer, above, checks a 351- 
cu. in. V-6 during one of the tests. The 
engines will have a potential of between 
100,000 and 200,000 miles of contin- 
vous operation without major overhaul, 
the engineers say. 





Net Sales Down for Dealer 
Members of 3 Associations 

In the first report on 1958 cost-of- 
doing business surveys, made from 
nine state and regional associations 
and published in the August 17th issue 
of A.L., the average dealer earned 
4.14% on sales, up 12%% from 
1957. 

But lumber dealers in Cook County, 
Illinois; the Middle Atlantic states and 
in Ohio did not share the rise in prof- 
its. Reports from these associations 
just tabulated show net profits on 
sales of 2.95%, 2.04% and 2.54% 
respectively. These figures were all 
below the 1957 profits of the report- 
ing dealers. 

An analysis of the profit-making 
dealers in Ohio as compared with the 
losers is reported at left. 


Wants Better Method for 
Figuring Fixed Investments 

There’s a need for a standard meth- 
od of determining fixed investment 
in plant and real estate, says R. M. 
Dobson, J. F. Anderson Lumber Co., 
Minneapolis, Minn., in a letter to 
American Lumberman. 

“If this one item was figured by all 
dealers on the same basis, then a 
sound figure on return to investment 
could be made,” said Dobson, who is 
president of the Northwestern Lum- 
bermen’s Association. 

“In the final analysis, this is the 
figure which should show success or 
failure. Would it not be possible to tie 
fixed investment to sales on a formula 
basis so all yards would arrive at the 
same relative figure?’ he asked. 





Dynamite Levels Oregon 
Yard, Damages Another 


When 6% tons of dynamite blasted 
Roseburg, Oreg. into the newspaper 
headlines August 7, it also completely 
destroyed Gerretsen Building Supply 
Co., partially destroyed West Coast 
Building Supply Co., both of Rose- 
burg. 

The Gerretsen firm is owned by 
W. H. Gerretsen, president of the 
Western Retail Lumbermen’s Associ- 
ation. The blast destroyed 150 com- 
mercial and residential buildings and 
left at least 13 people dead. Damage 
is estimated at more than $10 million. 

The blast came when a dynamite- 
laden truck parked overnight beside 
the yard was ignited by a fire in the 
building. When the fire was discovered 
Gerretsen and his son were notified by 
the fire department. Don Gerretsen, 
son of the owner, went to the yard 
and was within 65 feet of the truck 
when the blast came. Gerretsen sur- 
vived, suffering only a sprained back 
and ankle, but two men with him 
were killed. The Gerretsen yard was 
a complete loss. 

Several blocks south, the West 
Coast Building Supply Co. owned by 
W. C. Neighbors, suffered a caved-in 
wall, glass breakage and other dam- 
age. 
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Latex Fidor 


PITTSBURGH PLATE GLASS COMPANY 
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MARKET DEVELOPMENT COMMITTEE of the Retail Lumber Dealers Association of 
Houston spearheaded the drive for the new Houston display center, which is expected 
to open late this year. Above, left to right: Roy Cummings, Russell Nix, Bill Freeman, 
W. A. Daniels; Weldon Walker, president of the association; Horace Woods, Ralph 
Isaacs; T. P. Wier, Jr., chairman of the committee, and Shirley Kahiden. Absent were 
Tom Menefee, Douglas McNail, Bob Stahiman, Carl Detering, Ed Taylor and Joe 


Onstad. 


Industry Indorses Houston Display Center 


Fifteen firms are already “on the 
line” following the announcement of 
plans for the Houston Building Ma- 
terial Center, said Joe Butler, secre- 
tary-manager of the Retail Lumber 
Dealers Association of Houston. 

Indorsement of the Center, de- 
scribed in the August 3rd issue of 
American Lumberman came _ from 
manufacturers, wholesalers and deal- 
ers. 

“Even though we operate a whole- 
sale business, we feel that our exhibit 
will be excellent year-round advertis- 
ing for our products,” declared Hor- 
ace Wood, George C. Vaughn & Sons, 
a sash and door manufacturer-distri- 
butor. 

“It’s the finest thing that ever hit 
Houston lumber dealers,” said Bob 
Stahlman, Stahlman Lumber Co. 

W. A. Daniels, spokesman for the 
First City National Bank, made this 
comment: 

“Because this bank makes Title I 
and FHA loans, we are solidly behind 


Joe Butler 


an effort to clean up the home im- 
provement business. And we believe 
the Center will accomplish this aim.” 
The Center will provide space for 
65 demonstration booths showing the 
latest in quality building materials. It 
will be open daily to consumers, who 
will be furnished manufacturers’ lit- 
erature, a list of participating lumber 
dealers in his neighborhood and rec- 
ommended and bonded contractors. 





Sales By Denver Dealers Up 
$6 Million In Six Months 


Denver lumber dealers boosted 
their first six-month sales better than 
$6 million over a like period last 
year, according to Ward Bushacher, 
the city’s revenue manager. 

Reporting a half-year gross sales of 
$30,357,257., this represents a new 
high in lumber firm sales as recorded 
by city sales tax returns to July 1. 

With all trade in the city registering 
a total increase of about $99 million 
for this period, the lumber firms sales 
showed the second highest increase 
of all businesses reporting. 

Representative business increases 
listed car sales up $15 million. Food 
stores showed a jump of $1.4 million 
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while furniture and auction sales were 
up $2.5 million. Appliances, radios 
and TV sets gained about $4.2 million. 

Not all sales normally recorded in 
a lumber firm were credited to lum- 
beryards. For example, the city lists 
in a single catagory companies and 
stores handling storm windows and 
doors, patios, carports, awnings, cur- 
tains and upholstery. The six month 
sales gross of these items were up 
$6,570,452 from $5,806,666 for the 
similar period a year ago. 

Reports from other sections of the 
country also show continued high 
sales volume for dealers. See Ameri- 
can Lumberman’s monthly depart- 
ment, “How’s Business” for latest 
figures. It will appear in the Sept. 
PRth issue. 


Home Improvement Guide 
Coming Next Month 


How lumber and building materials 
dealers successfully sell home im- 
provement will be told in the Fall 
Merchandising Issue of American 
Lumberman, Sept. 14. 

With examples from coast to coast, 
the magazine will document the trend 
to separate home improvement de- 
partments by lumber dealers, with 
emphasis on big-ticket packages. Most 
of the articles will show how dealers 
use “DSC” (Dealer Sales Control) to 
get maximum profits from the home 
improvement market. 

Articles will explain how dealers 
merchandise home improvement spe- 
cialties. New products and sales aids 
will be featured in another section. 

The issue will be one of the largest 
of the year. 


Hardwood Plywood Meet 


The annual fall meeting of the 
Hardwood Plywood Institute will be 
held at the Peabody Hotel in Mem- 
phis, Tenn., Oct. 7-8-9. 


Lawn, Garden Show 


The Mid-America Lawn, Garden 
and Outdoor Living trade show will 
be held October 8, 9 and 10 at the 
International Amphitheatre, Chicago. 


D. H. Willey Dies 


President D. H .Willey, 84, presi- 
dent, Willey Lumber Co.,. Cincinnati, 
died suddenly this month at home. 





we 


Pir Ply wood 


POLE BARN PLANS now available to 
dealers from Douglas Fir Plywood As- 
sociation, Tacoma 2, Wash. Plans in- 
clude construction details, bill of mate- 
rials for 36’ clear-span building in any 
length in multiples of 12 feet. There are 
no intermediate poles; bays are 12’ 
wide. Headroom is a minimum of 9 feet 
and roof slope is 5:12. Single copies 
free; quantities at $6 per 100. 
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Billion in Home Improvement 
Loans Target for $ & L’s 


The nation’s savings and loan as- 
sociations will be lending more than 
$1 billion annually to homeowners for 
home improvement within four years, 
according to Norman Strunk, executive 
vice president, U.S. Savings and Loan 
League. 

Presently the S.&L’s belonging to 
Strunk’s group are loaning $500 mil- 
lion a year in property improvement 
loans. Under the program savings and 
loans would boost their share of the 
home improvement loan market from 
16% to 30%. 

“In recent months,” said Strunk, 
“savings and loan associations have 
stepped up their lending for repair, 
expansion, and alteration and modern- 
ization of existing housing to an un- 
precedent level. Many institutions, in 
fact, have set up a home improvement 
department for the first time, and are 
currently contacting local building ma- 
terials dealers and home improvement 
contractors to build up a business in 
unsecured home improvement paper.” 

Your local S&L’s belonging to the 
U.S. Savings & Loan League, have now 
received a booklet urging they solicit 
more home improvement business and 
suggested that five types of loans be 
offered your customers. These include: 

FHA Title I: loans up to $3,500 
with five years and 32 days to repay. 
Loans under $600 within three years 
and 32 days. They require no security 
other than the borrower's good charac- 
ter and credit standing. Some restric- 
tions. 

Conventional property loan. Non- 
insured, unsecured loans made up to 
$3,500 with a maximum repayment 
period of five years. More freedom 
than under Title 1. 

Open-end mortgage loan. Available 
when the mortgage has this clause. 
Lowest interest, spread out repayments 
and easy processing main features. 

Refinanced loan. Where the open- 
end clause doesn’t exist, many S & L’s 
will extend another loan to the borrow- 
er for home improvement purposes, 
usually consolidating it with the origi- 
nal mortgage. Despite the extra fee 
involved the interest cost will most 
often be lower than an unsecured loan, 
and the repayment period generally 
longer. 

Regular mortgage loan. For major 
improvements involving larger expendi- 
tures and larger loans than are general- 
ly available und2r unsecured loans, 
most S & L’s will make a loan secured 
by a mortgage. These loans offer the 
advantages of high loan limit, longer 
repayment, and lower interest rate, 
when compared with the unsecured 
loan. 

According to Strunk, savings as- 
sociations feel they have a “big stake” 
in improving and keeping up the na- 
tion’s housing. “Such activity,” he 
said, “slows obsolescence, preserves 
neighborhoods, prevents blight and 
slums, and adds to the security of the 
mortgages held by savings institutions 
in their portfolios.” 
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more profit 
with 
Bestwall 


through the 
Hummer Systems 
of 
Gypsum Wallboard Applications 


Due to the extensive promotional program, nationwide sales effort 
directed to prominent Architects and Builders, more Bestwall Hummer 
Systems are being specified. 

Bestwall is helping you increase your sales of Gypsum Wallboard 
in both residential and commercial construction through the promo- 
tion and sale of Bestwall Hummer Systems. 

The versatility and dependability of the Bestwall Hummer Systems 
have brought new quality standards to wallboard construction... 
and new profit-producers to dealers and distributors. 

If you are not yet familiar with all the sales-expanding 
advantages of the Bestwall Hummer Systems, check your Best- 
wall representative soon. He has the facts on how you too can 


profit with this powerful selling program. 


FinEPROOS CYPSUy 


SES AML 


BUILDING pROOU™™ 


YOUR BEST BUY Is | 


Ardmore, Pennsylvania 


BESTWALL GYPSUM COMPANY -:- 
Plants and offices throughout the United States 
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(Letters to the Editor) 


Engineer Says Home-Made Shed 
Is Wrong, But Probably Harmless 


A story about a pole-frame lum- 
ber shelter in American Lumberman 
brought a protest from F. W. Beller 
of North Aurora, Ill., who said the 
shed did not conform to good build- 
ing practice. Mr. VanArsdale of the 
Elitsac Co., Castile, N. Y., builder of 
the shed, said he didn’t want an ar- 
chitectal masterpiece, but simply a 
shelter that would be more convenient 
than building paper for covering 
lumber. Below is comment from an 
Iowa engineer on the subject: 

To The Editors: 

“Regarding the debate between Mr. 
Beller and Mr. Van Arsdale, July 20 
issue page 26, maybe a word of ex- 
planation might be in order. 

“If Mr. Van Arsdale used West 
Coast kiln dried Construction grade 
lumber, 1,400-f, the safe live and 
dead load would be 10.7 pounds to 
the square foot. The dead load prob- 
ably does not exceed 1.7 pounds to 
the square foot, leaving a safe live 
load of 9.0 pounds. 

“The factor of safety for one day 
is approximately 3.3 to 1.0, and for 
one month is approximately 3.0 to 
1.0. In other words, this shed will 
possibly hold a snow load of 30 
pounds to the square foot for one 
day and 27 pounds to the square foot 
for one month before failing by frac- 
ture. 

“Mr. Beller is right in that the shed 
in question is not safe construction or 
good building practice. It definitely 
shows why building codes are nec- 
essary in order to protect people 
against themselves. 

“However, if the roof should fall 
the chances are nobody would get 
hurt because failure would probably 
be progressive and the lumber stored 
under the shed would hold the roof 
off the ground anyhow.”—Myron 
Nelle, Structural Engineer, LeMars, 
lowa. 





Plastic Skylight Boom 
Predicted for Homes 


Annual sales of plastic dome sky- 
lights by next year should be $20 
million, according to Kenneth H. Beer, 
sales manager for Consolite skylights. 

By 1970, sales of the “ceiling win- 
dows” will reach $50 million, he told 
a meeting at the Consolidated General 
Products Corp., Houston, Tex., last 
month. 

Plastic dome skylights were intro- 
duced only eight years ago. The Con- 
solite executive said there are 24 
manufacturers today, but the number 
will decrease to about six primary 
producers. 

About 4% of plastic skylight sales 
are made for residential use, but this 
will increase to 40% of all installa- 
tions by 1965, Beer predicted. The 
swing to residential use will benefit 
retail lumberyards. 





PRICE BULLETINS—Cartooned postcards 
supplied by a hardware wholesaler and 
tearsheets of current newspaper ads are 
merchandised in office of Christman 
Lumber Co., Spring Lake. Mich. Norm 
Christman, pictured, says that most cus- 
tomers are attracted to the priced cards, 
which promote specialties such as alu- 
minum combination doors, saws, iron 
legs. 





Thermopane for Double-Hung Windows 
To Be Nationally Distributed 


A new GlassSeal Thermopane win- 
dow unit made of single strength glass, 
which is 25% lighter than double- 
strength insulating glass, will be mass 
produced and offered by six leading 
millwork companies this fall. 

Up till now, double-hung windows 
with insulated glass have been avail- 
able only on a limited basis. 

The price of the windows will be 
comparable to that of ordinary single- 
pane units and storm sash, according 
to Libbey-Owens-Ford Co. There will 
be no need to use storm windows. 

Millwork firms who offer the new 
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double-hung units are Binswanger & 
Co., Richmond, Va.; Caradco, Inc., 
Dubuque, Ia.; Curtis Companies, Inc., 
Clinton, Ia.; Farley & Loetscher Mfg. 
Co., Dubuque, Ia.; Royal Glass & 
Millwork, Englewood, N. J. and 
Woodco Corp., Bergen, N. J. 


Libbey-Owens-Ford also announced 
that the Thermopane trademark is 
now inscribed in the lower right hand 
corner of all Thermopane windows. 
The move was made to protect buyers 
from imitations, said E. R. Pierce, 
LOF vice-president. 


TOOL DISPLAY which is kept filled by 
wholesalers under ‘‘protected profit 
plan.” A. L. Platky of P&C Tool Co. holds 
copy of agreement between maker and 
dealer. 


Rack-Jobber Plan With 
Money-Back Guarantee 


Under a new “protected profit plan” 
of the P&C Tool Co., Portland, Ore., 
retailers sign an agreement which lets 
the P&C wholesaler keep a tool mer- 
chandiser stocked at a pre-determined 
level. In return, the manufacturer 
agrees to take back at full credit any 
tools in excess of a minimum stock at 
the end of the year. 

A. L. Platky, P&C vice-president 
said the plan will eliminate unsightly 
displays only partially filled with tools. 

The company has more than 8,000 
different hand _ tools, distributed 
through more than 12,000 dealers. 


Dealer Service Program 
On Materials Handling 


Lumber retailers will receive help 
on conversion to mechanical handling 
under the new Dealers Service pro- 
gram being developed by the National 
Lumber Dealers Association. 

J. V. Wright, director of materials 
handling for NRLDA, said that the 
program will include simple methods 
of determining handling costs and 
actual labor reductions. 

Dealers will also receive yard lay- 
out help, some building design and 
counsel on traffic flow and inventory 
control. 

The method of cost controls in 
the yard will be featured at the 
NRLDA Exposition, Nov. 14-17, 
Cleveland. 


More Aluminum in Building 


The Aluminum Association has 
announced that the building and con- 
struction industry received 22.7% of 
wrought aluminum shipped by mem- 
bers in the last six months of 1958. 
This was a rise of two tenths of a per- 
cent over the first half of 1958. 
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“You can feel the difference 


’ 


in Bethlehem nails...’ 


“I've hammered a good many nails in my time. And I can feel the difference between 
these solid Bethlehem nails and those cheap ones . . . every time. Bethlehem nails drive 
easy, straight and true. You can’t beat them at any price.” 

Dependable Bethlehem nails are packaged in sturdy 50 lb and 100 Ib, easy-to-use 
cartons. And there’s a complete range of sizes, styles, and finishes: brigh-, blued, 
cement-coated, and galvanized. 

You can depend on fast delivery, whether it’s nails, staples, farm fence, steel fence 
posts, barbed wire, baling wire, merchant wire, or bolts and nuts. Give our nearest 
sales office a call today . . . or check with your regular distributor 


“HLEHEM STEEL COMPANY, BETHLEHEM, PA 


Export Distributor: Bethlehem Steel Export Corporation 


BETHLEHEM STEEL 
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Michigan Dealer's Housing Project 
Becomes a 3-Year, 150-Home Plan 


In the August 17 issue of American 
Lumberman, the housing develop- 
ment of Christman Lumber Co., 
Spring Lake, Mich., was described 
under the heading: “15 Homes Sold 
in 2 Days.” 

George Christman, partner, reports 
that during the month of July, ten 
more homes were sold and that plans 
for new model homes (front-back split 
and two-story) are being rushed for 
fall promotion. 

“The subdivision was so successful 
that we ran out of our own money,” 
said Christman. “We have been able 


to pick up $100,000 of construction 
money, however, and now will be able 
to finish two houses a week.” 

The overnight success of Christ- 
man’s “DSC” (Dealer Sales Control) 
land and building program has turned 
into a three-year, 150-home deal. The 
dealer is located in an area where 
cash-and-carry yards and various types 
of discount yards have cut drastically 
into profits of most conventional deal- 
ers. Christmans’ organized their own 
construction company, Lanky Planky 
Builders, for controlled sales. Sub- 
division sales are made by a realtor. 





Hardware Show, Sept. 28-Oct. 2 


This year’s National Hardware Show 
will occupy more than 300,000 square 
feet of display space at the New York 
Coliseum. 

Advance registrations are running 
higher than the 1958 show, when 
44,719 buyers set an attendance rec- 
ord, according to Frank M. Yeager, 
managing director. In all, more than 
50,000 items will be displayed, along 
four and half miles of exhibits from 
1,000 manufacturers, he said. 

The first floor, first mezzanine and 
second floor will feature hardware, 
housewares, power tools, appliances, 


plumbers and electrical supplies, do- 
it-yourself items. 

Third and fourth floors will pre- 
view lawn and garden products and 
equipment, outdoor living and light 
farm equipment. There will be more 
than 300 exhibitors in these categories. 

Exposition hours are: Sept. 28, 11 
a.m. to 6 p.m.; Sept. 29, 10 am to 
6 p.m.; Sept. 30, 10 a.m. to 10 p.m; 
Oct. 1, 10 a.m. to 6 p.m.; Oct. 2, 10 
a.m. to 3 p.m. 

Advance registrations may be ob- 
tained from National Hardware Show, 
331 Madison Ave., New York 17,N. Y. 





Employes Like Paid Florida Vacations! 


A paid Florida vacation for em- 
ployes of Line Lumber Co. with three 
or more years of service, together with 
their families, is an attractive induce- 
ment for steady employment in the 
firm’s yards in Malden, Saugus and 
Danvers, Mass. and Northampton, 
N. H. 

“It gives employes a chance to get 
away from business,” explains M. J. 
Bonia, treasurer of the firm. “If they 
stay at home, they don’t really get 
away from routine.” 


20 


Employes can pick their own vaca- 
tion spot and the firm pays traveling 
as well as living expenses. Eighteen 
of the firm’s 40 employes will be 
eligible for a Florida vacation this 
year, the fourth year this plan is 
operative. 

M. J. Bonia, left, is happily dis- 
cussing vacation plans with his em- 
ployes, who have made the Florida 
trip, left to right: Donald Demmons, 
Ernest Salsman, Ronald Bonia and 
manager Thomas Knobloch. 





Mt Me 


Distributors Appointed 


TTL eC 





* Copperstate Supply Co., Phoenix, 
Ariz., has been named a distributor 
by Mastic Tile Corp. of America, 
Vails Gate, N. Y. The Phoenix firm 
will distribute Matico asphalt, vinyl- 
asbestos, plastic wall tile, Sofstep rub- 
ber tile and Wearever solid vinyl tile 
throughout Arizona. 


* The Panelyte Div. of St. Regis Pa- 
per Co., New York City, has ap- 
pointed Dougherty Lumber Co., 
Cleveland, a distributor of its Panel- 
yte decorative laminates. Dougherty, 
through three of its affiliated compa- 
nies, will distribute Panelyte in the 
Cleveland, Detroit and Baltimore mar- 
ket areas. 


* Georgia-Pacific Corp., Washington, 
D. C., has been appointed by For- 
mica Corp., a sub. of American Cy- 
anamid Co., Cincinnati, Ohio, to han- 
dle distribution of all Formica prod- 
ucts in the Washington area. 


* Curtis Companies, Inc., Clinton, 
Iowa, has appointed J. A. Melnick 
Corp., Brooklyn, N. Y., a wholesale 
distributor for Curtis products in 
New York and New Jersey. 


New Lumber Distributor 
For Eastern Colorado 


A new organization, General Build- 
ing Service and Supply, Inc., Denver, 
has been formed to handle all sizes 
of laminated beams and Tremont 
southern pine in eastern Colorado. 

“Many contractors have told us 
they are interested in experimenting 
with other species of wood,” com- 
mented Paul W. Smith, vice-president. 
Smith is also the assistant manager 
of Logan Lumber Co., a retail lum- 
beryard in Denver. Don Géiest is 
president of the new corporation and 
manager of Logan Lumber. 


High-Rise Buildings 
Slated for Suburbs 


Rapidly increasing land _ values 
around large cities may bring both 
high-rise and garden apartments to 
the large tract housing developments 
of the future, according to leading 
architects. 

Erection of individual homes on 
large tracts will result in small 
crowded lots and monotony, accord- 
ing to the architects, who entered a 
recent Architects’ Competition for 
Middle-Income Housing. The compe- 
tition was sponsored by Mastic Tile 
Corp. of America. 

The architects suggest that high-rise 
apartments be interspaced at wide in- 
tervals among the low-rise and indi- 
vidual home groups. Site development 
would thus be spread over a broader 
base, permitting a reduction in the 
annual charges for general commun- 
ity maintenance. 
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GATEWAY TO 
BIGGER SALES IN '60 

















Here's uhat pute the MEAT" ca the Wceting! 


Eight Management Programs on— 
® Dealer Building, Land Control © Financing—Long Term Mortgages 
¢ Improving Customer Relations ® Financing—Short Term Credit 
® Sales-building Promotions © Employee Training—Made Easy! 


© Kitchen and Home Improvement ® Labor Relations—New NRLDA 
Merchandising Dealer Service 


Plus—a dramatization on the industry's distribution problems. . . 


Plasa— ACTION! 


® Materials Handling Demonstrations—indoors and out 
Package Home Remodeling for Big-Ticket Business 
Bright, New Concept in Model Homes—by Lu-Re-Co 
Component ‘“‘House-in-a-Day”—by Heritage Homes 





Headquarters — j . 2 
nreenterene ere! ok @ SEND FOR ADVANCE REGISTRATION FORMS TODAY 


Hotel @* : : * ak aie i ae ee sie 
Robert J. McCutchan, Dealer Attendance Chairman 
NRLDA EXPOSITION, 302 Ring Bidg., Washington 6, D.C, 
Please Send: [_] Hotel Reservation Forms 

[_] Exposition Registration Forms 


Exhibits — 
Cleveland Public Auditorium 








Name——_— 








SS 


Address —— 





Nationat Reran Lumecr Deaters Association 


City - vinntaiigs ans 


August 31, 1959, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER Circle No. 306 on Handy Cover Card 





MEN /n the news 


Materials Handling Chairman 
Named for NRLDA Exposition 


William C. Restrick, Jr., Detroit, 
has been appointed chairman for the 
materials handling program of the 6th 
annual Building Products Exposition, 
National Retail Lumber Dealers As- 
sociation. 

A third generation lumberman and 
veteran of 22 years’ experience in the 


industry, Restrick is sales manager and 
vice-president of the Restrick Lumber 
Co., Detroit. 

He is well known as the inventor of 
the Hydro-wedge, a mechanical han- 
dling device which reduces time and 
costs in dividing units and a method 
of mechanical order-assembly for de- 
livery to the job. A recent develop- 
ment by Restrick is a dolly and loader 
that will enable one man to load mill- 
work products in a matter of minutes. 

The 1959 Exposition’s materials 
handling program theme is “More 
Profit Through Cost Control.” There 
will be action demonstrations and 





THIS IS 


PICKERING 


HOUSE... 


. Built 100% of Pickering lumber. And you, Mr. Dealer, in 
your community also can sell all-Pickering Wood Houses. 


Pickering lumber assures you and your 
customers good value for their money. There 
is no finer lumber than Pickering ‘Gold 


Medal" Pine. 


Why not use Pickering quality as a sales 
appeal in developing new home business in 
your sales area? 


SUGAR PINE © PONDEROSA PINE 
WHITE FIR © INCENSE CEDAR 


Ask us to send you the Pickering Lumber Brochure. We 
shall appreciate the opportunity to serve you. 


LUMBER CORPORATION 


Standard, California (Near Sonora, Calif.) 


MILLS: Pickering Lbr. Corp. 
West Side Lbr. Co. Div. 
Telephones: Sonora Je 2-7141 


Tuolumne WA 8-4213 


Circle No. 307 on Handy Cover Card 


Standard, Calif. 
Tuolumne, Calif. 


TWX: Sonora 116-U 


© 





Wm. C. Restrick, Jr. 


workshop sessions. In addition to over- 
all program supervising, Restrick will 
be principal speaker at a workshop 
session on “Standardization.” A _por- 
tion of this session will be designed to 
show how profit is directly proportion- 
ate to materials handling efficiency 
and will be based on the principle of 
“continuous flow of materials through 
the operation.” 


* George Shaw Withy, prominent St. 
Paul lumberman, has been appointed 
chairman of the 6th annual Building 
Products Exposition’s management 
session on “Successful Dealer Sales 
Promotions.” The program is sched- 
uled as a breakfast meeting. 


* Raymond S. Chase, former Mason- 
it: Corp. executive, has been named 
sales nianager of the Dundee (Mich.) 
Cement Co. 


* Robert E. Lammens has been ap- 
pointed national sales manager for 
General Electric Textolite decorative 
laminates. 


Ernie J. Gilbert J. J. Egan Jr. 


* Weyerhaeuser Sales Co., St. Paul, 
Minn., announces the promotion of 
Ernie J. Gilbert to advertising man- 
ager. 


* J. J. Egan, Jr., has been named 
manager of the Parkay div., Wood- 
Mosaic Corp., Louisville, Ky. He suc- 
ceeds Roy D. Cobbett, who has re- 
signed. 


¢ Arthur A. Hood, chairman, editori- 
al board of American Lumberman 
and Building Products Merchandiser, 
has been elected a director-at-large of 
National Sales Executives Internation- 
al, with 30,000 members in more 
than 225 affiliated clubs. 
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Home Show Booth Pays 

A home show to celebrate the 90th 
anniversary of their firm resulted in 
some good sales for Wm. H. Deyo & 
Co., Inc., Ellenville, N. Y. 

“As a result of this exhibit, we 
closed an order for approximately 
11,000 feet of Abitibi hardboard and 
created a good deal of interest in 
other building materials as_ well,” 
said Mendon Savels, treasurer. 

“We tried to use standard building 
materials, featuring Owens-Illinois 
prefinished hardwood panels, Arm- 
strong ceiling tiles, Plywall imitation 
grain prefinished panels and Abitibi 
hardboards. 

“Our counter featured knotty red 
cedar panels, redwood panels and 
Idaho V-joint pine panels. Our fence 
was split rail chestnut in 7’ sec- 
tions. We also used the Douglas Fir 
Plywood Association counter display.” 





Fire Insurance Reductions 


In the last two years, Arkansas, 
New York, Rhode Island, Tennessee 
and Texas have modernized their fire 
insurance rate schedules allowing for 
reductions of 35% to 60% on certain 
types of wood buildings. 

The rate reductions have helped 
answer arguments that “because wood 
is combustible, it is unsafe for schools 
and other public buildings,” according 
to the National Lumber Manufactur- 
ers Association. 





SPIRAL NAILS FOR PREFABING—Work- 
man at Presidential Homes, Pemberton, 
N. J., above, uses Ardex spiral nails to 
eliminate racking of wallpanels and ga- 
bles during handling. Jones & Laughlin 
Steel Corp., manufacturers say it drives 
like a nail but turns like a screw as it 
penetrates the wood. It does not cut 
wood fiber as it is being driven and it 
reduces splitting of wood, the makers 
say. Air hammer used above is made by 
Ingersoll-Rand Corp. 
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build business 
(and profits too) with 


Certain-teed° 


insulating sheathing 


Evaluate these many advantages of Certain-teed Insulating Sheath- 
ing and see why dealers everywhere depend on it as a “business 
builder’. . . 


Strength— manufactured to exceptionally high strength standards, 
the racking strength is outstanding even in the 14” products. 
The 754” thickness in 4’ x 8’ and 4’ x 9’ sizes is 
accepted by FHA for use without corner bracing. 
Handling—lighter than any other type of 
sheathing, one man can easily handle 
even the big 4’ x 9’ panel. 
Application— maximum coverage in 
minimum time; cuts easily; excellent 
nailing qualities, even close to edges. 
Weather-proof— integrally treated 
with asphalt, all sides and edges 
coated, means inclement weather 
during application will not 
harm it. 
insulation— approximately 
three times the insulating 
value of equal thickness of wood 
or plywood, 16 times an 
equal thickness of brick. 


More and complete details on 
this ‘‘best buy for the money’’ 
product are available from your 
Certain-teed representative. 


Call him soon. 





Certain-teed 
BUILDING PRODUCTS 


Cortain-teed®. suc Products through Creative Research 


=a” 
CERTAIN-TEED PRODUCTS CORPORATION 


Ardmore Pennsylvania 


Plants and offices throughout the United States 
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what’s the PRICEP 


Slight price readjustment, mostly downward, was seen at the 
retail yard level during the past two weeks. However, this did 
not appear in all product lines. Mostly it occurred in Douglas fir 
lumber, a slight tendency toward softness in west coast hemlock, 
in hardwood flooring and in some items of fir plywood. Retail 
yard prices of the items classified below as “building materials” 
remained quite firm. In general, prices seem to have found their 
level in terms of present-day building volume and approximate 
previous figures. 





New lumber orders received by sawmills dropped off a shade 
for Douglas fir and western pine; southern pine’s new orders 
climbed a bit. This would suggest that dealers are not faced with 
any buige in volume ahead; this in turn seems to mean that re- 
tail level prices will at least hold, with continuing softness as Fall 
approaches. 


Current Retail Price Levels 


(Prices at retail to typical one-house contractor customer, not including discounts to volume accounts or cash buyers. These price level figures 
are averages of the prices reported for this period. They do not necessarily show a trend from the last issue.) 
Zone 1 Zone 2 Zone 3 Zone 4 Zone 5 Zone 6 Zone 7 Zone 8 Zone 9 
North Middle South East North East South West North West South Mountain Pacific 
LUMBER Atlantic Atlantic Atlantic Central Central Central Central 


Douglas fir: 
Dimension: Std. & Bir. green R/L 2x4 $140 $145 $145 $140 $145 $140 $140 $116 
Std. & Bir. dry R/L 2x4 $145 $145 $140 $147 $145 $150 $120 
Std. & Btr. green R/L 2x10 $140 $145 $150 $140 $141 $140 $120 
Std. & Btr. dry 2x10 R/L $145 $150 $160 $165 $146 $150 $120 
Boards: Std. & Btr. green R/L 1x6 and 1x8 hidinien $135 $135 $135 $135 $120 


West Coast Hemlock, White Fir: 
Dimension: Std. & Btr. dry R/L 2x4 $130 $140 $147 $140 $125 $100 
Std. & Btr. dry R/L 2x10 $130 $147 $140 $140 $120 $120 
Boards: Std. & Btr. dry R/L 1x6 and 1x8 $110 $140 $140 $135 $176 $100 


Western Pines: 

Boards: . . Gry 1x8 R/L $48 
i $200 $200 $185 $190 $180 
. dry R/L 1x8 $45 
$185 $140 $145 $145 $140 $140 


$160 $122 $130 $ 80 $110 $120 


Pp 
. Gry R/L 1x8 S48 


Southern Pine: 
Dimension: No. 2 & Btr. dry R/L 2x4 $115 $ 90 $125 $130 $110 
No. 2 & Btr. dry R/L 2x10 $117.50 $105 — $145 $125 
Boards: No. 2 & Btr. dry R/L 1x8 $4S 
D & M or shiplap $127 $118 $135 $130 $120 


Hardwood Flooring: 
Clear oak 25/32"x2," $280 $265 $290 $300 $240 
Select oak 25/32"x24%," $270 $255 $280 $290 $230 


Interior Softwood Paneling: 
No. 2 ponderosa pine R/W $225 $230 $225 $200 $200 
No. 3 ponderosa pine R/W $200 $220 $200 $180 $180 
Wood Siding: 
Redwood bevel siding %”x10” $310 $280 $295 $290 $310 
Cedar bevel siding %"x10” $295 — $275 $300 —_— 


Wood shingles: 
Cedar shingles 5/2 71 Blue 
Label $ 16 





PLYWOOD: 

Fir, Vs" DFPA-AD interior glue 

Fir, 4" DFPA-AD exterior give $170 
Fir, ¥%" DFPA-CD sheathing interior glue $140 
Fir, Vo” DFPA-CD sheathing interior glue $165 
Fir, %&” DFPA-CD sheathing interior glue $200 
Birch, %4" A2 $ $410 
Philippine mahogany, 4" rotary cut 


MILLWORK; 
Phil. mahogany flush door 
1%""-2-6x6-8 
Birch flush door 14%"-2-6x6-8 
Double hung window unit 
2-4x4-6, glazed, weather- 
stripped and balanced 


BUILDING MATERIALS: 
Outside white paint, first grade 
8d common steel nails 
Mineral wool insulation, full thick batt 
Wood fiber blanket, std thick 
Ceiling tile 12x12” 
Acoustical ceiling tile 12x12” 
V4" insulating building board 
25/32” insulating sheathing 
%"” gypsum wallboard $ 60 
VY" tempered hardboard $205 $195 $200 $210 $210 $195 
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ee __|  WHOOPEE! 


Masonite’s northeastern division ’ 
sales office moved last month from (vs ... at last, a Contact Cement that’s 
t 
Boston to 1525 Western, Albany, non-flammable! 


N.Y., to improve service to lumber 
dealers in New England states. O. R. 


Braun supervises the division. j 


Skiltools, Ltd., a subsidiary of the Skil 
Corp., Chicago, now has new manu- 


facturing facilties in Trenton, Onta- ' \ 
rio, Can. The plant has about 13,000 * ¢ FORMICA 





square feet of floor space with 100,- 
000 feet available for expansion. 
James A. McGarey continues as vice < tf. 

president and general manager of . ‘Ss ; : SAFE-BOND 


Canadian operations. 

: CONTACT CEMENT 
Bestwall Gypsum Co., the nation’s 
third largest manufacturer of gypsum 
products, has broken ground for a i 
new plant at Blue Rapids, Kan. to 7 * 
replace present facilities in that city. Get SAFE-BOND 
Expected will be a 100% increase in 
production of board and lath with a the versatile Contact Cement 


50% jump in personnel. Completion * 

of the $4 million plant is expected by i 
July 1, 1960. The old plant is being where you get ORMICA 
replaced to allow flood rights for the Laminated Plastic 


Tuttle Creek Dam and_ Reservoir *Trade Mark 
project: Circle No. 309 on Handy Cover Card 








FS-109 


¢ Lindsley Lumber recently opened 
its 27th south Florida retail yard in 
Fort Lauderdale. The branch unit is 
the firm’s largest, having 20,000 


square feet of floor space and park- ; ae Does Your GAS BUILT-IN LINE 


ing area for more than 200 auto- 


mobiles. RS Still Have An Old Fashioned 


¢ The Roberts Co., City of Industry, 

Calif., producer of DrafStop weather- j ‘ Oa athy 4!) VENT? 

stripping and door bottoms, announces aT 

the acquisition of Anchor Chemical 

Co. and its Anchor-Weld adhesive 

bonding materials and the formation 

of the Roberts Chemical Co. 
Former Anchor Chemical Com- Then Investigate the NEW 


pany’s manufacturing facilities in 

Dayton, Ohio, are being retained, mM { Mara 
but its El Monte plant is being in- od (yy) 

tegrated with the Roberts expanded YUss 


site at the City of Industry, where : 
the 20-year-old firm recently added GAS OVEN with CONCEALED VENTING 


65,000 square feet of new plant and BIG 18° WIDE OVEN 
= MODERN MAID is also the only 
line with a complete assortment 
Forms New Florida Yard of Super-thin RANGE TOPS that allow 

Three former executives of Owsley DRAWER SPACE UNDERNEATH 


Lumber Co., Pendacola, Fla., have 
established a new lumberyard in that 
city. George F. Simpson, Jr., former 
vice-president; James W. Aiken, for- 
mer sales manager and L. C. Gibson, 
former contractor salesman for Ows- 
ley have opened the Banner Builders 
Supply Co. 

A 75’ x 200’ steel warehouse is 
being erected with an area 20’ x 75’ 


for office and display. In addition, a TENNESSEE STOVE WORKS 


200’ x 35’ pole shed is being built 
for lumber storage. CHATTANOOGA 1, TENNESSEE 
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DEALER SALES CONTROL 


THROUGH BUILDING, LAND 


(See page 5 for explanation 
of the DSC principle) 


METROPOLITAN tt tttnktiok: 


Jodo COMPANY 
“HOLLIDAY HILLS Laces il 





This custom-designed home in 

Holliday Hille was advertised 

in Life Magazine, May Sth is- 

sue. Three more quality homes | 

are now complete. ANDY LATCH 
Custom Betider 


SIXTEEN HOLLIDAY HILLS HOMES ARE READY TO START. 


THREE SOUTH TOLEDO PLACE HOMES PRICED FROM $23,500 TO $29,500 
“OPEN FOR INSPECTION” 
5506 South Toledo Place:'“Colonial-Modern” ge ay 
Four Large Bedrooms ee ee Kitchen 
—s Den Weil Te 9 
Utility Room P 'o-' 
Two Wood-Burning Fireplaces TeWall Coit 
oTams COE: RICH IN CHARACTER AND, CHART 





$514 South Toledo Place: “Comfort and Convenience” Showplace es 
Central Air Conditioning “Vista-View” Clubroom - 
All Electric G.E. Kitchen Hi-Lo Loop Pile Carpeting ° 
Washer-Dryer Combination Intercom. System 
“DESIGNED WITH DAY TO DAY LIVING IN MIND“ 


5520 South Toledo Place: “Luxury Living” On Three Levels — é 


Ash Paneled Clubroom 

Four Spacious Bedrooms 

Antique Brass Fixtures 

“YOU WILL FEEL AT HOME WHEN YOU STEP THROUGH THE DOOR” 


METROPOLITAN BUILDING COMPANY—302 SOUTH ory GI 7-1181 
Field Office, 5515 South Toledo Place, Phone RI 2 


srietcictctcteicfeiictcteirtctetciriietetrdeieteictetclete 
“HANDY ANDY”: BUILDS 
WINDOWS WITH 


DURA-SEAL 


ALUMINUM. 
WEATHERSTRIP 


FOR DRAFT AND DUST-FREE HOME 
LIFE, CALL: “HANDY ANDY” 


Gl 7-116! 


FOR FREE ESTIMATES 


HANNA LUMBER COMPANY 


302 SOUTH PEORIA 





3-COL. NEWSPAPER AD by Hanna Lumber Co. features homes 
by its subsidiary, Metropolitan Building Co., as well as promo- 
tion for a lumberyard product. 


26 August 31, 


. acne 
we us Nm 


“4 Tew Homes & 3} 2Be Each 


NIGHT-LIGHTED BILLBOARD helped sell 21 of the 102 homes 
available in this development before any newspaper advertis- 
ing was used. 


Dealer Builds 


Tulsa (Okla.) lumber company, operating 
through its subsidiary construction firm, 
builds in every price range with 40-man 
crew; other builders join in developing 
land. Their newest tract calls for 539 low- 
cost homes. 


HANNA EXECUTIVES, Roy L. Kifer, president, Hanna Lumber 
Co. and H. E. Hanna, founder and chairman. These and other 
executives hold stock in the construction firm. 
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CUSTOM-DESIGNED HOUSE pictured in 
LIFE magazine resulted in favorable pub- 
licity. Built by Metropolitan Building Co., 
it sold for about $24,000. Dealer also 
offers local contractors package building 
deals, including lots in tracts. 
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LOW-COST HOME which dealer's build- 
ing firm sells for $8,250. Project of the 
840-sq. ft. (plus garage) homes located 
on outskirts of Tulsa. Buyers select from 
three floor plans and 18 elevations. 


1,000 Homes on Six Tracts 


OOD RELATIONS with build- 

ers are absolutely essential to 
reap the greatest benefits from a land 
development program, say officers of 
Hanna Lumber Co., Tulsa, Okla., 
which has been in the home-building 
business for the last 10 years. 

“We started slowly because we 
didn’t want to lose our building cus- 
tomers,” explained L. R. “Andy” 
Latch, Hanna executive vice-president 
and president of Metropolitan Build- 
ing Co., a Hanna Lumber Co. subsi- 
diary, which has built 1,000 homes in 
the Tulsa area. 

“When we had a tract, we offered 
lots to our building customers. When 
one of our building customers had a 
prospective purchaser, we didn’t com- 
pete for the sale. I think some deal- 
ers hesitate to enter the building 
business for fear of losing their build- 
ing customers. We've managed to 
keep good relationships with build- 
ers.” 

Roy L. Kifer, Hanna Lumber Co. 
president, made this comment: 

“By now the builders consider us 
one of them.” 

H. E. Hanna, founder and chair- 
man of the board who started the 
Hanna Construction Co. in 1920, two 
years after he opened Hanna Lum- 
ber, added this sidelight: 

“We cater to responsible builders 


and let them have lots in tracts we 
are developing. We strive to be a 
lumber department store, handling all 
materials needed in building. For ex- 
ample, we carry a large stock of light- 
ing fixtures. We offer other contrac- 
tors package building deals.” 

About 50%-60% of Hanna’s total 
volume comes from his own building 
company and business with other 
builders, Kifer estimates. 

Hanna’s original construction com- 
pany did custom and _ speculative 
building, repair and remodeling. “We 
needed a more active building com- 
pany and we organized Metropolitan 
in 1949,” explained Hanna. 

539-home tract. A low-cost housing 
development on the outskirts of Tulsa 
is the latest venture of Metropolitan. 
Homes will sell for $8,250. 

Meanwhile, Metropolitan continues 
development of an addition within the 
city, featuring homes in the $20,000 
to $30,000 bracket. 

To develop the new addition, Roll- 
ing Hills Development Co. was 
formed with Jim Nuckolls, Tulsa 
builder, joining Metropolitan in the 
venture. 

Metropolitan and Nuckolls will each 
build half the homes in the new de- 
velopment. Besides the 539 low-cost 
homes, there will be 500 homes in 
the $9,000 to $17,000 category in 
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another part of the 288-acre tract. 

This 288-acre addition will also in- 
clude a 30-acre shopping center. Al- 
though this is the sixth tract Metropo- 
litan has developed, it is the first time 
a shopping center has been a part of 
its land development program. 

For six months Latch studied low- 
cost housing in San Antonio, Corpus 
Christi, Houston, Dallas and Omaha 
as Metropolitan began working with 
floor plans, specifications and designs 
for its new development. An architect 
and woman designer drew up final 
floor plans and elevations. 


Homes feature pre-primed siding, 
forced air heating, insulated side walls 
and ceiling, metal windows and white 
asphalt roofs. Paints for the exteriors 
were specially mixed and colors co- 
ordinated by Beatrice West. Every 
foot is useful in these 840-square-foot 
homes, plus 260 square feet in the 
attached garage. Buyers may select 
from three floor plans and 18 eleva- 
tions. 

As the addition is beyond the city 
limits and three miles from the near- 
est shopping center, it is outside the 
city sewage system. Rolling Hills 
built its own sewage disposal plant at 
a cost of $100,000. The plant, con- 


(continued on page 28) 
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Truss Fabrication 
By Hanna Lumber Co. 


Top efficiency in fabrication 
and materials handling is ob- 
tained when dealer controls the 
sale. One example is fabrica- 
tion of roof trusses by the re- 
tail yard. 

Metal-gusset trusses built in 
Hanna Lumber’s 3-man shop 
are delivered to building sites 
on four-wheel trailers, as shown 
at right. Up to 30 trusses can 
be hauled on one trailer. 





BUILDS 1000 HOMES 
(begins on page 26) 





sisting of digestor, settling tanks and 
oxidation pond, is large enough to 
serve a city of 5,000. For use of the 
sewage facilities householders will be 
charged $3 per month, which is in- 
cluded in their house payments. 

Down payment on the homes, 
which are GI and FHA approved, 
totals $250. By special arrangement 
the purchaser can paint his own home 
(the seller applies prime coat) and 
receive an allowance of $225 on the 
down payment, leaving a balance of 
only $25. Of the first 15 homes sold, 
13 purchasers will paint their own 
homes. Guaranteed maximum closing 
costs is $100 and the total monthly 
payment is $67. 

To date response to Rolling Hills 
bears out Hanna’s penchant for carry- 
ing in stock just what the customer 
ordered. Although the development 
has not yet been advertised and no 
houses are completed, 21 of the 102 
homes started have already been sold! 
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In discussing how to keep house 
costs at a minimum, Latch cites that 
land is outside city limits and was 
cheaper. 


Fabrication. Preassembled roof 
trusses are used in Hanna’s own build- 
ing program and for sale to other 
builders and to lumber dealers. Three 
men are kept busy in the yard shop, 
which is equipped with two truss jig 
tables, one being used for trusses 
under 20 feet, the other for trusses 
20-32 feet. 

Hanna has been assembling metal 
gusset trusses, which meet FHA re- 
quirements, for six months. He finds 
labor costs lower for metal gusset 
truss assembly and hauling costs 
cheaper because the trusses are nar- 
rower and can be hauled in one load. 


Custom homes. Metropolitan does 
not limit itself to low-cost building. 
One custom-designed home built by 
the company was advertised in LIFE 
magazine. This home sold for $24,000. 

Currently Metropolitan is building 
homes in a 40-acre tract, which Met- 
ropolitan and three other builders 
bought jointly. In addition, individual 
lots are sold to other builders. Homes 


READY-MIX PLANT at Rolling Hills development handles concrete demands. 
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here range from $20,000 to $30,000. 

In this class, Metropolitan homes 
are of masonry construction and have 
three or four bedrooms. They feature 
all-electric kitchens, perimeter heat- 
ing, wood-burning fireplaces, wood- 
paneled family rooms and ceramic 
tile baths. About a third of the homes 
are air-conditioned. 

Metropolitan is also developing an 
additional 41 houses in a town 38 
miles northwest of Tulsa. Prices 
range from $10,850 to $24,335. Ten 
homes are now under contract. 

With 40 building mechanics on the 
payroll, Metropolitan’s own crews 
lay linoieum and tile, handles masonry 
as well as carpentry and painting. Only 
plumbing and wiring are sub-con- 
tracted. 

Usually realtors handle sales for 
Metropolitan. At the Rolling Hills tract, 
however, the building firm will have 
their own salesmen. 

The successful builder-dealer needs 
to establish a reputation with other 
builders as a “desirable competitor,” 
says H. E. Hanna. Along with the 
policy of joint land development, that 
is the basis on which Hanna Lumber 
operates its “DSC” (Dealer Sales Con- 
trol) programs in Tulsa. 


$100,000 SEWAGE PLANT consists of di- 
gester, settling tanks and oxidation pond 
large enough to serve city of 5,000. 
Dealer's tract is outside Tulsa's sewage 
system. 
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Say the right words to this man 
...and you can win a new car! 
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Just sell him on Twinsulation ..... 


Sometime in the next few weeks the Mystery 
Shopper may visit your store and ask for 
insulation. If you or one of your clerks tell 
him about Twinsulation, using the 5 prize- 
winning Twinsulation Selling-Features, 
He'll give you a prize of 5 silver dollars 


immediately ... and you'll also become 
eligible to win one of the grand prizes listed 
at right. 

Your Gold Bond" representative will be 
in before the contest starts to officially reg- 
ister your store. 
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OPPER CONTEST 


Cm om fm {i 


re -% « . . and qualify for one of these prizes ! 


7 NEW STUDEBAKER LARKS... The roomy 2-door sedan that will run miles and miles on a 
hatful of gas 
7 NEW GENERAL ELECTRIC PORTABLE TELEVISION SETS... This custom-styled 17” TV fits 
smartly into any home 
7 SMITH-CORONA PORTABLE TYPEWRITERS. ...The world’s first, fastest and finest precision 
crafted Portable Typewriter 
70 GENERAL ELECTRIC PUSH-BUTTON CLOCK RADIOS... With the famous Snooz Alarm 





Here's how you qualify 
for these big prizes ! 


Ask your Gold Bond representative to officially 
register your store in the contest. 
Then when the Mystery Shopper visits your store, 
sell him on Twinsulation using the 5 prize-winning 
Twinsulation selling features. 
1. Gold Bond Twinsulation is two insulations 
in one...combines mineral wool and aluminum 
covering. 
Gold Bond Twinsulation will save up to 30°% 
on fuel bills. 
Gold Bond Twinsulation has a built-in vapor 
barrier preventing transfer of moisture. 
Gold Bond Twinsulation is easy to install... 
will not mat, rot, or slip out after installation. 
Gold Bond Twinsulation is a one-time, life-long 
investment. 
Twinsulation was the first and best insulation of its 
kind on the market. 


NATIONAL GYPSUM COMPANY, BUFFALO 13, NEW YORK 
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METRO LUMBER 





FREE... 2 GaLtons 
as OF PAINT 


With Purchase of Gerage 
Other Sizes Available at Similar Savings 
NO MONEY DOWN — 3 YEARS TO PAY 


DETROIT 
6 ATLAS 


METRO 10300 W. FORT ST. 2 


LUMBER 
YARDS 











LIVONIA 
KASENOW 
LUMBER COMPANY 

31245 W. 8 MILE 
GR 4.0300 KE 5.9090 
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RECENT AD published by the 
Wild price cutting on package 
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2-CAR GARAGE 


* INCLUDES ALL LUMBER 
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Overhead Doors 
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* GOOD QUALITY SIDING 
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six Detroit area ‘‘Metro Yards.” 
garages is reported in the area; 


group buying and promotion enables the six to meet prices at 


a profit. 


Six Detroit Dealers Buy, 
Promote As Co-op Unit 


Combined purchasing power of ‘Metro Yards"' 


enable them 


to battle discount houses and big yards on even price basis. 


Six Detroit area lumberyards are 
working together in buying and pro- 
moting consumer sales. The six call 
themselves “Metro Yards.” 

The group was formed last January 
to compete with large discount houses 
and huge individual yards, who have 
more purchasing power than any one 
of the six cooperators. By combining 
their purchases, the six can match the 
giants in offering low cost yet profit- 
able consumer-type products. 

Executives of the group meet in- 


SUPER-SPRING SPECIALS are promoted 
with banners in the store of Filmore Lum- 
ber Co., East Detroit, one of the six Met- 
ro Yards. Banners and other display ma- 
terials are planned and bought jointly; 
bigger orders bring lower costs to each 
firm. 


August 31, 


formally each week. They bring to the 
meeting any special price deals they 
may have been offered by suppliers 
during the preceding week and select 
one special deal for promotion. Copy 
instructions are given to an advertising 
agency, which prepares newspaper 
ads. 

The combined purchasing power of 
the six yards enables them to buy at 
rock-bottom prices. Also, by dividing 
the advertising cost six ways, each 
yard is better able to afford this 
investment. 

The yards are spotted around the 
Detroit metropolitan area so that no 
yard is in direct competition with the 
others. The group includes Atlas Lum- 
ber Co., on the city’s far southwest 
side; Filmore Lumber Co., East De- 
troit; Homechanics Lumber Mart, on 
the far northwest side; Kasenow Lum- 
ber Co., on the far west side; Mt. 
Clemens Lumber Co., Mt. Clemens, 
20 miles northeast of the city; and 
Prudential Lumber Co., in Detroit's 
north-end Madison Heights area. 

“We find that strictly lumberyard 
items like complete garage packages, 
KD picnic tables, etc., have great 
appeal,” says Moe Litvin, retail yard 
manager of Mount Clemens Lumber 
Co., one of the six. “We started pro- 
moting gadgets but are switching over 
to the jobs lumberyards can do best.” 
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LUMBER MAP 


OF FINE 


NORTHERN 
HARDWOODS 


Mat 
oF oS 


For more than half a century Northern 
Woods have been recognized for their 
high quality and satisfactory service. 
Today's products of the Northern region 
are better than ever—well-manufactured, 
accurately graded, properly dried. Con- 
sult the firms on this column for your re- 
quirements in all Northern Woods 





Goodman Lumber Div., Calumet & Hecla, Inc. 
Sales Office: GOODMAN, WISCONSIN 

Mills at: Geodman, Wisconsin and Mehawk, Michigen 

Northern Hardwoeds, Hemlock, White Pine and Bass- 


weed, Hardwood Dimension, Pianing Mill, Dry Kilns 
Rotary Cut Veneers 





*+J. W. Wells Lumber Co. . . Menominee, Mich. 

Hard Maple end Oak Fleering. Strip, Herringbene, 

Bleck patterns. Custem kiln drying. Upper grades 
Hard Maple and Birch |umber, rough. 





Marshfield & Park Falls, 
Wisconsin 


*Roddis Plywood Corp. . . 


& Veneer Co. of Mich., trenwood, Mich 
Roddis Lb. & Veneer Co., Lid. 
Sauit Ste. Marie, Ontarie, Can 
Complete stock N. Hdwds., Hemlock, W. Pine, Ce- 
dar Pred., Maple, Birch, Fig. Hdwd. Ven‘r'd Doors 
Plywd. Medern Dry Kiin facilities. 


Roddis Lbr 





tMember Maple Fleering Mfrs. Assn. 


*Member Northern Hemlock & Hardwood Mfrs. Assn 


Circle No. 311 on Handy Cover Card 
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CASH-AND-CARRY GROWS AND GROWS 
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New Cash-and-Carry Hits Texas 


Co., 


Stahlman Lumber 


well-known conventional dealer in 


Houston, opens big c&c outlet with newspaper splash. 


Cash-and-carry building materials 
came to Houston, Tex. last month 
with the opening of Cashway, Inc. 

The new organization is financed by 
Stahlman Lumber Co., one of Hous- 
ton’s biggest dealers, who is active in 
the wholesale and retail building ma- 
terials field. The new three-acre cash- 
and-carry layout is adjacent to prop- 
erty already occupied by Stahlman. 
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It is on a major highway, easily ac- 
cessible from all parts of the city. 

Full-page newspaper ads headlined 
the city’s first cash-and-carry lumber 
outlet, which advertises “premium 
quality materials at lowest possible 
prices.” 

The new layout includes three build- 
ings: a 40’ x 60’ store; a 34’ x 150’ 
open-bin shed and a 60’ x 120’ ware- 


house for plywood, insulation, roll 
roofing and other materials, mostly 
palletized. “A” frames are used to 
stock molding and trim. 

A salesman is assigned to each 
customer to follow through with the 
selection and loading of material, 
writing the sales ticket and collecting 
the money. 

Manager Leo Blake, who has two 
helpers, reports good early customer 
response to the coupon in each ad 
addressed to carpenters, contractors 
and builders, offering a regular price 
list mailing. 

“We're not aiming at the small do- 
it-yourself customer, but at the rural 
builder and contractor,” said Blake. 
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FORTY-FOOT HIGH CASHWAY SIGN identifies Houston's first STORE PRODUCTS include paint, bathroom cabinets, roofing, 

cash-and-carry lumberyard. Store, left, is air-conditioned and builders’ hardware, paneling, screen doors and aluminum win- 

two drive-through warehouses contain palletized goods. dows. Cashway’s motto: “Where you get more for less."’ No 
company delivery, but contract hauling is available 


Where You Get “MORE for LESS” | | | 7720 Katy Rd. — OV 6-3701 
LUMBER - PAINT - ROOFING ~ PLYWOOD STORE HOURS: / 2 .'SaorTomen” 
FOR THE MAME “CASHWAY” YY | (OO RM YT are rita 
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MOVABLE CATWALK on each side of the open bid shed af- 
fords easy access to second-story lumber. 
































WEEKLY FULL-PAGE ADS in Houston Chronicle play up ‘‘more- "come 
for-less” prices. Ads in orange and black even carry out com- = <. |7720 KATY RD, uxc~ |= 
pany’s color scheme. : 
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CASH-AND-CARRY GROWS AND GROWS 


ATLANTA’S LOWEST 


WINDOW UNIT PRICES 
FR WINDOW UNITS — TOXIC TREATED 
FULLY WEATHERSTEIPFED DOUBLE HUNC 

WINDOW UNITS ASSEMBLED TO SET IW WALL 
SINGLE UNITS 


ALUMINUM 
WINDOW 
SCREENS 


FULL FRAME 


$2.53 
$2.40 


20046 
2432 
24x46 
24132 
20046 
30x32 
DOse 
3403.2 
3} 4046 








Complete with Glass and Screens 
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the Atlanta Journal and Constitution. 


USINESS IS SO GOOD in the 

Atlanta, Ga. area that cash-and- 
carry operators and conventional 
dealers have quit fighting one another. 
But it is an uneasy peace. 

Some 12 to 18 months ago, it was 
quite a different story. The Shuman 
Supply Co. had just opened its cash- 
and-carry business in a discarded cot- 
ton warehouse in suburban East Point. 
It ran a display ad in the classified 
section of the Atlanta Journal-Con- 
stitution every Sunday. 

Because business was pretty slow 
for conventional yards and they were 
fearful of the cash-and-carry new- 
comers, several dealers retaliated with 
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SAVINGS are played up in this ad by Atlanta Cash & 
Carry Building Materials, which appeared earlier this month in 
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at Scottdale. 


ads shouting price. They would run 
a cluster of price ads right around 
the weekly Shuman offerings. One 
would price the same item a few 
few cents under Shuman’s prices; an- 
other would list the same item at a 
“discounted” price. A third dealer 
would price the same item a few 
cents above Shuman. 

In the midst of this price war last 
year, the West Lumber Co. turned 
two of their four conventional opera- 
tions into c&c outlets under the name 
of “Cash & Carry Building Materials.” 
It soon added a third location on the 
Buford Highway in Doraville. 

About five times a month this or- 


C&C Spreads 


="|=| In Southeast 


West Lumber switches two conventional 
yards, opens a third. Shuman operates six 
c&c yards in Georgia, one in Tennessee. 
2% Meanwhile, good overall business slows 
down price war between c&c's and conven- 
tional yards. 


SWITCH TO C&C was made by West Lumber Co., Atlanta, in 
three of their four conventional operations, including this one 


ganization takes almost a page ad, 
stressing low prices on building ma- 
terials and many specialty items. Each 
ad points to definite percentage sav- 
ings on specific types of merchandise. 

A recent ad listed these savings: 
fir moldings 44%; joint cement 27%; 
plywood 13%; locks 43%; paint 40%; 
electric tools 25%; doors 30%; door 
jambs 38%; roofing 20%; lumber 
20% ; window screens 40% ; ceiling tile 
20%; medicine cabinets 37%; cabi- 
net hardware 41%; door units 27%; 
mineral wool 22%. 

West expands. Although president 
Charlie West and his yard managers 
are reluctant to discuss their methods 
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and results, it is obvious that they 
have cut overhead to the bone by 
eliminating credit, delivery expenses 
and other costs. 

They buy in carload lots directly 
from the mills or manufacturers or 
through the West Lumber Company’s 
millwork and lumber manufacturing 
operation; or through Associated Dis- 
tributors, the wholesale branch of 
their operation, which also sells to 
retail yards and other customers in 
most of Georgia. 

To handle their increasing volume 
of materials, West has recently built 
new warehouses at their Scottdale and 
Doraville yards. Fork lifts are being 
used in all three operations. 

Proprietor Jack Shuman is also ex- 
panding. Shuman was a rural hard- 
ware and housewares dealer in Pem- 
broke near Savannah, until he decided 
to go into building materials in 1951. 
Now he has seven yards—six in Geor- 
gia and one in Chattanooga. One has 
just opened in Chamblee, an expand- 
ing north-side Atlanta suburb. 

Shuman’s newest yard along with 
his outlets in Pembroke, East Point 
and Brunswick operate as Shuman 
Supply Co. The Savannah yard goes 
under the name of “Jack’s Supply”; 
the Macon operation is “W Supply” 
and the Chattanooga unit is called 
“S & M Supply.” 

Managers share profits. Shuman 
managers operate on a base salary, 
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COMPONENT FABRICATION is one way dealers compete with cash-and-carry compe- 
tition. Joe Fraser of Fraser Building Supply, Inc., Atlanta, has joined the fabrication 
trend. He watches roof truss parts being sawed in scene above. 


supplemented by a profit-sharing bo- 
nus. Although their stores operate un- 
der a cash-and-carry banner, they will 
make deliveries on sales of $200 and 
over within a 25-mile area. Selected 
contractor accounts are carried “as an 
accommodation” on weekly pay basis. 

Shuman has discontinued their big 
ads of last year and are currently 


running only a two-line listing in the 
Atlanta Constitution and Atlanta Jour- 
nal. It merely reads, “Building Ma- 
terials. Shuman Supply. PO 6-1996.” 
Manager Ellison Gilbert said the 
reason for discontinuing the large 
price ads was because “our business 
now is good enough without it. The 
(continued on page 38) 


SHED SELLING is featured at West Lum- 
ber’s cash yard. Fork lift trucks are used 
to cut operating expenses in each of the 
three c&c yards operated by West. 
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ARE YOU 


SELLING 


BOARDS OR 
BASEMENT 
REMODELING? 


Lumber prices, high or low, 
mean little to homeowners. 
They’re far more interested “in 
the down payment and monthly 
payments required to get more 
living, sleeping or recreation 
space ... in learning how to 
plan it attractively and econom- 
ically. 

To sell this market, try the 
magazine designed exclusively 
for lumber dealer use in attract- 
ing home modernization busi- 
ness, HOME Maintenance & 
Improvement. You'll see in every 
article, on every page, a means 
of stimulating more store traffic 
and more “big ticket” improve- 
ment sales. 

Find out more about this com- 
plete advertising program for 
dealers, published by American 
Lumberman ... you'll be agree- 
ably surprised at the response 
you get, and at a cost of only 
60¢ per year per 
name. Sample 
copy and com- 
plete details on 
request. 
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HOME 


Maintenance and 

Improvement 

Service Manager, Room 503 

59 E. Monroe St., Chicago 3, IIl. 


Send us complete information, with- 
out obligation, on your direct mail 
advertising program for lumber 
dealers. 


Company 
Street 
City, zone, state 
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CASH-CARRY 
(begins on page 36) 





money we save on advertising is a 
substantial contribution to our cur- 
rent net profit result. As business drops 
off, we'll be back in there with the 
advertising necessary to maintain a 
profitable operational volume.” 

Before joining Shuman, Gilbert was 
a long-time employe of Stevens Sup- 
ply Co., a conventional yard. He is 
convinced that c&c yards are here to 
stay. He supervises five white em- 
ployes and five Negroes in the East 
Point yard, which sells only finish 
lumber and mostly west coast brands. 

Dealers wake up. Some convention- 
al dealers deny that c&c has had 
much effect on their operation. Jim 
Flowers, manager, Flowers Lumber 
Co., not far from Shuman’s East Point 
yard and the West End store of Cash- 
& Carry Building Materials, is the 
only conventional dealer still adver- 
tising cash-and-carry or “special” 
prices in the Atlanta newspapers. 

A Flowers spokesman said that 
the ad undoubtedly brought in extra 
customers, especially on aluminum 
windows on which “we get a good 
distributor price,” but that requests 
for cut prices on other materials were 
diminishing. 

Business has been so good for 
Brand-Vaughan Lumber Co., a 
spokesman said, that they have for- 
gotten discount selling after entering 
the price-cutting flurry during the lean 


months of 1958. However, this dealer 
admitted that sharp prices on paint 
and roofing by competitors had hurt 
him on these items. 

Not all dealers are waiting for a 
business turndown or a fresh price 
war before taking constructive action. 
Joe Fraser, head of Fraser Building 
Supply, Inc., has built new sheds for 
larger stocks of plywood, gypsum 
board and other materials. He has 
installed a new woodwork plant for 
turning out custom moldings cheaper 
and faster. He is a partner in a 
prefab house company and his firm 
is producing low-cost trusses and other 
components. 

Williams Brothers Lumber Compa- 
ny, one of Atlanta’s largest, has an- 
nounced a new branch yard in 
Chamblee, the big Atlanta suburban 
expansion area. 


Cattle on the Payroll 
At Cotton-Hanlon Mill 

Beef cattle are guarding the Cotton- 
Hanlon lumber mill at Cayuta, N. Y. 
against possible fires. Their job: keep 
down grass in pastures that otherwise 
would turn tinder-dry in the late sum- 
mer. The open valley pastures if clipped 
provide a safety margin that separates 
the main concentration yard from a 
nearby woods. 

Athough begun as gag in 1943 with 
20 cows, the herd now has grown to 
100 cows and calves, all aiding mill 
fire safety. Calves are fattened and sold 
at a profit. 








40 HOURS SAVED IN CAR LOADING of flush doors by Fidler's Mfg. Co., through 
bundling and bracing high stacks with steel strapping. Fork lift truck above moves 
double load of doors into car. These will be placed on wooden runners at right 
angles to lengthwise stacks already in position in back of worker. Two 5/8” x .020” 
Acme steel straps are placed around each stack, about 8” from end. Steel protectors 
are used at corner under each strap to protect door edges. Car is ioaded in 3 to 4 


hours. 
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CASH-AND-CARRY GROWS AND GROWS 
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@ Let us R ME a, SATISFACTION 


Shop at East Troy’s 


BUILDING SUPPLY CENTER 





" WE'RE 


“ON THE JOB" 


WITH BUILDING 
SUPPLIES 





Let us estimate Your Needs 
For QUALITY ROOFING 


Satisfaction Guaranteed 
See us Now for Spring Repairs 


RELIABLE BUILDING | 
CONTRACTOR for your | 4, your Money Back 
NEW HOME or REMOD. | No Charge for 

ELING WORK. | Material Returned 


GUARANTEED 





Most Prices Subject to Cash and Carry 
DISCOUNTS 








SEE OUR NEW 


Tool 
DEPARTMENT 


SAWS 
PLANES 
SQUARES 


CEDAR POSTS 


New Stock — Just Arrived 


1x8 Utility Grade 


SHIPLAP 
Kiln - Dried 
Lin. Ft. 7c 


SF wim 
Qt. $2.98 come in oow end ss 


” &x®’ USG %” 
Sheetrock Wallboard 
Pe: sqeft. 5c 


2x6's 
Utility Weyerhauser 
KILN DRIED 





RUST-OLEUM. 


| come in now and see 


1541: $7.18 
East Troy Lumber Co. 


220 N. Beulah Ave. Phone MI 27775 


Only $16.95 














MONEY-BACK GUARANTEE along with 
no charge for materials returned is of- 
fered in this ad by East Troy (Wis.) 
Lumber Co. Ad also points out that 
“Most Prices Subject to Cash-and- 
Carry.” 


A.L. Distribution Report (Continued) 


How Three Dealers Answer 


Wickes Competition 


Here are ideas from dealers who are fighting 
Wickes’ yard in Elkhorn, Wis., one of the nation’s 


largest cash-and-carry lumber firms. 


SHOWROOM ADDITION (16’x32’) by 
East Troy Lumber has helped sell ceiling 
tile, wall paneling and casement win- 
dows, says owner Ray Brehm. 


BANDING EXACT NUMBER of 2x4s 
needed for average garage and offer- 
ing them at a package price, along with 
c&c prices on some items, are tools used 
by Elkhorn (Wis.) Lumber Co. 
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you save when 
you buy the best 
grade of lumber 


lumber. It may cost you a 
but it 
saves you much more later 


little more today, 


on. See our big stock of top- 
grade lumber. 


QUALITY does not always equal PRICE 
QUALITY does equal SATISFACTION 
It eliminates CRACKS, SHRINKAGE and 
WARPING 
WE ARE IN BUSINESS TO PROVIDE 
PERSONALIZED SERVICES 


24. Guarantee of prices, pending 
completion of job. 

25.Carload or truckload ship- 
ments covered by special 
quotations. 


COME IN OR PHONE 


Home Lumber 
& Fuel Co. 


Elkhorn, Wis. 











SPECIAL SERVICES and quality offered 
by Home Lumber & Fuel Co., Elkhorn, 
Wis., are aimed against price competi- 
tion. Each ad lists two exclusive reasons 
for buying at Home Lumber. 





8,000-LB. CAPACITY LIFT truck 
piles lumber in yard where all 
sizes and lengths are easily ac- 
cessible with end-loading attach- 
ment designed by dealer. Lumber 
is removed from boxcars on ramp, 
assembled in packages and then 
strapped. 


UPPER DECK for sheathing was 
one benefit from shed conversion. 
Capacity of shed was increased 
about 21% times by construction of 
decks and use of heavy conveyors. 


Two Fork Lifts Bring Big Benefits to Small Yard 


A $15,000 investment in converting an old yard for mech- 
anized handling enables dealer to increase inventory and 
make 25%, more sales with no additional employes. 

Despite three wage increases in three years, the percentage 
of yard and delivery costs to gross sales is actually less than 


before changeover. 


When Roger Lee took over man- 
agement of the Clay County Lumber 
Co. in Liberty, Mo., he immediately 
saw that an increasing volume would 
force expansion of inventory and ma- 
terials handling facilities. Space was 
limited, so expansion meant revamp- 
ing from within. 

With these limitations, Lee and his 


40 


associates decided to convert to more 
mechanical handling and better yard 
layout. A 6,000-Ib. capacity lift truck 
was already in the yard, but its use 
had been very limited. 

The firm set out in 1956 to change 
the yard. First was erection of a re- 
taining wall at boxcar height on the 
rail spur and installation of a sloping 


unloading dock which permits fork 
lifts to move freely from the paved 
yard up to one or two boxcars on the 
siding. There a fork lift can work 
without being hindered by a narrow 
ramp. 


Part of the program included com- 
pletion of pavement on all driveways 
and most of the lot. One large area 
for outside lumber storage is still un- 
paved, but it is covered with crushed 
rock for mechanical equipment. 


Shed revamp. Because of space 
limitations the lumber shed and ware- 
house could not be expanded. But its 
capacity for storage was increased 
about 242 times by simply revising the 
interior layout, erecting two and three 
decks where only one had been pre- 
viously and by using every square foot 
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of space with materials handled by 
fork lifts. 

For example, where only one or 
two fork lift units of plywood or 
insulation board had been piled, con- 
veyor rollers made it possible to store 
two to four times as many units. 

Second lift. By the summer of 1957, 
most of the remodeling and paving 
necessary for efficient fork lift oper- 
ations was completed. A second lift, 
of 8,000-lb. capacity, was purchased. 
This size was selected because it can 
best handle end-loading and piling of 
most dimension lumber, Lee said. 

End-piling was desired, Lee said, 
because it works best where you are 
confronted with limited space. An 
end-loading attachment was designed 
by Lee and built locally under his 
direction. It cost less than $200. 

Lee also designed a gravel and sand 
scoop attachment. It holds about a ton 
of sand and can be operated by one 
man. 

It was ingenuity like this that makes 
the use of two lift trucks in this rel- 
atively small yard profitable. Six men, 
on the average, including truck 
drivers, handle all yard work—load- 
ing, delivery and unloading into in- 
ventory. 

Yard strapping. Because only a few 
cars of lumber arrive unitized, lumber 
is piled in units at the unloading dock. 
The packages are then steel strapped. 
They are kept bound while in the bins. 

Although mills are requested to ship 
unitized lumber, Lee said that very 
few come that way. 

Whenever possible, builders supply 
the yard with lumber lists several days 
in advance. The yard men can then 





SCOOP ATTACHMENT designed by Lib- 
erty, Mo., dealer was built locally under 
his direction. It will hold a ton of sand, 
gravel or crushed rock. 





order-pick the dimension, package and 
strap it for quick loading and delivery 
when needed. This assures prompt 
delivery and also provides fill-in work 
for the yardmen. 

Results. After about a year’s time 
and an investment of some $15,000, 
the yard now handles a much larger 
inventory and 25% greater sales with 
the same personnel. Despite three 
wage increases in three years, the 
percentage of yard and delivery cost 
to gross sales is actually less than it 
was previously! 

A bonus plan for yard employes 
also contributes to efficiency. With 


1957 as a base year, employes re- 
ceive a percentage of all savings in 
materials handling costs on an annual 
basis. 

Efficiency is aided by good house- 
keeping. Trash cans are placed 
throughout the yard. Most of the 
credit for the neatness is due to the 
watchfulness of Yard Foreman Dale 
Taylor. 

Officers of the firm, in addition to 
President Roger Lee, are R. W. 
Schowengerdt, vice-president and gen- 
eral manager; Wesley J. Vaughn, 
vice-president and sales manager and 
T. S. Moffett, secretary-treasurer. 








August 31, 1959, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 


Informative displ 
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ays on Multiplex 
will boost your homeowner sales 


Today's retail lumber dealer knows the need for merchandise displays 
that inform. The shopper wants to find out about sizes, prices, colors, 
uses, etc., without asking a lot of ‘foolish questions’’ of a salesman. 











Pa? tee 
cis ee Sache 


Thousands of lumber dealers are now using Multiplex 
Panels to do this job of informative merchandise display 
. and many manufacturers* will provide you free 
ay kits to fit Multiplex Panels. 
The steel-framed panels used peg-board, fiberboard, 
plywood and other fillers . . . 
stand-up unit, or in a wall-mounted swinging-panel dis- 
play. And, in the wall-type unit, display panels are re- 
movable and interchangeable with sample doors. 
The coupon will bring you a booklet illustrating the 
use of Multiplex in other dealers’ showrooms and de- 
scribing construction features, sizes, prices, etc. Mail it 
now, and get the facts. 


can be used as a single 


*List of manufacturers’ names on request. 


907-917 North 10th St., St. Louis 1, Mo. 


Please send your Display Equipment Catalog. 


Circle No. 312 on Handy Cover Card 











MEZZANINE UPPER DECK storage permits max- 
imum storage at Millhurst Mills, Freehold, N. J. 
Bins can be altered with ease. 


“en 


SPLIT-LEVEL storage has Metal Lumber bins engineered for every type 
of building product. Flooring is laid on top of metal binning on low- 
er level. 


Metal Lumber” Makes Flexible Storage 


New Jersey dealer's 40’x100’ warehouse and 
pickup shed is a ‘‘stock-chaser's dream." Racks 
and bins can be reshaped anytime to handle 
changing inventory. Bins provide maximum fire 
safety, too. 


To replace a burned-out 100’x 
200’ warehouse, the Hochberg broth- 
ers of Millhurst Mills, Freehold, N. J., 
built a new structure only half the 
size of the old one—but which stores 
the same amount of products. 

In planning their warehouse, the 
Hochbergs wanted the complete stock 
of every item in a single spot; a center 
aisle wide enough for lift trucks; dis- 
play area in the warehouse to show 
off wood samples; a serviceable sup- 


PICKUP PLYWOOD BINS are built 
from steel bins, adjoining store 
which can be seen in background 
at left. Note sample plywood 
sheets above bins which serve as 
display for prospective customers. 





ply near the sales office for smaller 
rush orders; bulky items near floor 
level and less frequently-demanded 
items on upper shelves or in rear. 

They chose “Metal Lumber,” a 
slotted steel angle framing with max- 
imum flexibility. Experts from the 
manufacturer, Republic Steel’s Berger 
Division, helped plan the storage sys- 
tem. 

The steel Metal Lumber comes in 
bundles of 100 feet, complete with 
nuts and bolts. Also available is a spe- 
cial “slotted angle cutter” that slices 
through the steel. You simply sketch 
out a plan, cut and assemble. 

Floor stock as laid out at Millhurst 
Mills included keg and boxed nails, 
roofing cement, roll roofing, asphalt 
felt, hot water tanks, refrigerators, 
fence, panelboard, electric heaters and 
bathtubs. 

Mezzanines, parallel to each other, 
are 15’ wide by 50’ long. They stand 
some 7’ 8” above the floor, holding 
such items as plumbing and hardware 
fixtures, bundles of brooms, rakes and 
shovels, pipe, tile, ceiling tiles and 
room fans. 

A sub-mezzanine level, with a stair- 
way from both floor area and mez- 
zanine, has bins for paints and such 
odd-sized, hard-to-handle stock as 
downspouts, stove pipe, fasteners of 
all types. High-standing racks, fitted 
with wooden “buffers”, were put up 
for long-length gutter, corner bead, 
and door stripping. 

Lumber is stored in a bin that runs 
across the end-wall of the building, 
made up of seven bins, each four tiers 
high. Each of the 28 “slots” will hold 
a pallet load of 4x10’ sheets of ply- 
wood. This permits the company to 
stock a representative cross-section of 
plywood for customers’ inspection, and 
to supply small pickup orders without 
recourse to the main lumber ware- 
house located across the street. 

A sample sheet of all plywood car- 
ried by Millhurst is fixed atop the 
Metal Lumber bins. 


| Was hk : 
SINGLE SHEET STORAGE can be made if 
desired, as above. This rack is between 
area for fencing and storage for mill- 
work and roof sheet. 





EMPLOYES fit spe- 
cial camp coach on 
company pickup 
and away they go 
on a cheap vaca- 
tion. 


“Big Red” Popular With Employes 


At work or play, employes of Davis 
Lumber & Hardware Co., Hutchinson, 
Kans., never get far away from “Big 
Red,” the firm’s new pick-up truck. 

As a truck it runs about 400 miles 
per month on lumberyard business; 
during vacations, employes fit Big 
Red with a company-owned camp 
coach, a kind of house trailer without 
wheels, which fits neatly into the pick- 
up body. The unit sleeps five persons. 

“Depreciation on the truck is the 
same, no matter how far we drive it 
in a year,” explains manager Jack 
Davis. “Our idea is to enable our 
employes to get some advantage from 
that fact. 

“They use the pick-up and camp 
coach during our slack seasons. They 
can see more and travel more because 
they won’t have the expense of lodg- 


ing. Our only stipulation is that em- 
ployes go on vacation when we ask 
them. This avoids having people ab- 
sent in peak periods. We also require 
the employe to leave his car here for 
company use while he is gone; of 
course, he must bring back the truck 
in the same condition as when he took 
it out.” 

Davis said any employe who has 
been with the firm two years or more 
may use the coach. 

The camp coach has a large picture 
window, varnished birch interior, full 
insulation, screened windows, electric 
lights powered from the truck’s bat- 
tery, plastic laminate-covered table, 
stove, sink, water tank, refrigerator 
and cabinets. Davis’ camp coach cost 
$1,500; other models range from $900 
to $1,200. 





Antique Fireplace Start Of 
Warm Customer Relationship 

About the last thing a customer 
would expect to find in the modern, 
efficient store of the Uher Lumber 
Company in Galveston, Tex. is this 
antique fireplace. Set in an interesting 
contrast between the woods of today 
and yesterday, it is the starting point 
of many warm customer relationships, 
says owner V. W. Uher. 

Local legend has it that the lavishly 
ornamented, solid cherrywood mantel 
was originally built for the king of 
Sweden many years ago. The king 
went broke and a wealthy Galveston 
family installed it in their mansion. 
Recently when the lumber company 
tore down the old home, the mantel 
was set inte the wall of Uher’s con- 
temporary-style store as a conversa- 
tion piece. 

“Certainly causes plenty of com- 
ment,” says Uher. “I’ve had custom- 
ers ask to buy it! I learned long ago 
th t anything in your place of busi- 
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ness that attracts interest and com- 
ment is often the means of making a 
customer out of a visitor.” 
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Specifications and Market Data on Products You Can Sell 


new PRODUCTS 


Spotlight on Builders’ & Cabinet Hardware 


- 


_ ———— Hardware Line Offers 15 Style Combinations 


Dexter Lock Division’s new line of cabinet hardware offers 
knobs and backplates adapted from the maker’s entrance and 
interior door lockset designs for style coordination throughout 
the home. Knobs are available in round or square concave 
designs or in the tulip shape. Backplate designs are round (to 
match the maker’s Colonial lock escutcheon design), square 
(to match the Portrait design) and star-shaped (to match the 
Radiant design). All knobs and backplates are interchangeable, 
providing 15 possible style combinations. Further variations 
can be made by combining finishes; all knobs and backplates 
are available in brass, bronze, black, bright or dull chrome 
finishes. 

Pulls, catches and hinges complete the line. Curved pulls 
may be mounted horizontally or vertically. Catches are avail- 
able in either double or single roller construction; an 
aluminum magnetic catch has over 10 pounds’ holding power. 

Market data. The new cabinet hardware is available direct 
from maker in transparent packaging or contractor pack. It is 
designed for both consumer and contractor sales. Special deals 
of $80 and up for minimum stock and counter display are 
offered dealers. Sales aids include brochures, envelope stuffers 
and ad mats. Dexter Lock Div., Dexter Industries, Dept. AL, 
1601 Madison Ave., S.E., Grand Rapids 2, Mich. 


Circle No. 201 on Handy Cover Card 





All-Purpose Pocket Door Frame 


New Sterling Pocket Door Frame No. 1430 fea- 
tures an all-steel Universal header, which can be cut 
to fit any standard door opening 2’ to 3’ wide. The 
header is marked and slotted at 2” intervals to make 
cutting fast, easy and precise. An ordinary hand saw 
will complete the job in seconds, maker states. The 
wood nailing strips are marked to show cutting points 
so that they too can be cut to fit, right on the job. 

Sterling No. 1430 Frame can be used for all popular 
wall pocket installations, accommodating doors 2’ 
to 3’ wide, 66” to 68” high and 1%” to 154” thick, 
and up to 100 pounds in weight. Its split jambs and 
studs also can be nailed directly to the rough header. 

Market data. Suggested retail price of the Door 
Frame is $27.50. Available from distributors, it is 
primarily an item for contractor sale. Sales aids in- 
clude a store demonstrator and catalog sheets. A com- 
plete packaged set includes: all-steel universal header 
with steel track; two heavy split jambs with wood 
nailing strips; two heavy split studs with wood nailing 
strips; one pair No. 755 hangers with Micro-Disc ad- 
justment; nylon door guides and rubber bumper. John 
Sterling Corp., Dept. AL, Richmond, III. 


Circle No. 202 on Handy Cover Card 
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Introduces Sonic Locksets 


The Sonic lockset is skillfully styled 
to lend a note of modern charm to 
every doorway. It is available in all 
popular finishes with optional inserts in 
contrasting finishes. Included are the 
recently introduced square decorative 
escutcheon shown in photo at left and 
the two-tone knob with insert shown in 
photo at right. 

Market data. Offered in all functions, 
Sonic is soundly engineered to provide 
trouble-free performance for years to 
come, maker says. Dealer sales aids in- 
clude a merchandising kit and a dis- 
ply-demonstrator. Medalist Hardware 
Div., National Lock Co., Dept. AL, 1902 
Seventh, Rockford, III. 

Circle No. 203 on Handy Cover Card 


Magnetic Catch Installs Easily 


A new magnetic lifetime catch for 
wood or metal cabinet doors saves as 
much as 50% installation time, maker 
says. The cabinet doors are kept tightly 
closed with a strong magnet that requires 
a 12-pound pull to overcome, it is said. 
There are no moving parts, latches or 
springs to wear out. 

For exterior applications, the neutral 
brown beige color of the lifetime plastic 


case harmonizes attractively with other 
modern trim. Catches also work just as 
effectively mounted on the inside of 
cupboard doors in installations where it 
is desirable to conceal catch from view. 

Market data. The 2” x %” size is 
adequate for most cabinet and cupboard 
doors. Catches are packed individually 
with wood and tapping screws in a sealed 
see-through  pilfer-proof polyethylene 
bag. C. Hager & Sons Hinge Mfg. Co., 
Dept. AL, 139 Victor St., St. Louis 4, 
Mo. 

Circle No. 204 on Handy Cover Card 


Yale Develops Medium-Priced 
Series of Door Closers 


A new medium-priced series of full 
rack and pinion door closers, called the 
“50” Series, is announced by Yale & 
Towne. Features include full rack and 
pinion mechanism, two-speed closing 
control, self-lubricating bearings and an 
aluminum non-porous cast case. The “50” 
closers also are available with a fusible 
link and a hold-open device at slight 
additional cost. All models in the series 
are available in brown lacquer and silver 
bronze finishes. 

Market data. The Yale “50” series 
closers now are in national distribution. 
Templates are supplied by the manu- 
facturer to assure their correct installa- 
tion in a wide range of applications 
including parallel arm, standard, corner 
bracket and top jamb. The Yale & Towne 
Mfg. Co., Yale Lock & Hardware Div., 
Dept. AL, White Plains, N. Y. 

Circle No. 205 on Handy Cover Card 


Gives Old Doors a New Look 


Called the Remodelor, a new lock pro- 
vides do-it-yourselfers with an easy solu- 
tion to the problem of refurbishing old 
doors and locks. Just remove the old 
lockset, paint the door and install Re- 
modelor. Forget about the old nicks and 
marks as Remodelor is available in two 
sizes to cover blemished areas. 

Cylindrical locks in a wide range of de- 
signs, grades and functions to fit the Re- 
modelor are offered by the maker. All 
are adjustable to fit doors from 1%” to 
134” thick and are furnished with all nec- 
essary screws for installation. All are in- 
stalled in 2%” diameter holes in door 
stile. 

Market data. All Remodelors consist of 
two escutcheon plates, a lock front rein- 
forcing plate, a lock front finishing plate 
and a striker plate. Suggested retail price 
of the Remodelor ranges from $4 to 
$5.90, depending on the finish. Offering 
a dealer discount of 50%, the Remodelor 
is available from jobbers or direct from 
maker. An ideal item for both contractor 
and consumer sales, it is attractively pack- 
aged one per box along with complete in- 
stallation instructions and all necessary 
screws. Dealer sales aids include catalog 
pages, envelope stuffers and sample 
mounts. Lockwood Hardware Mfg. Co., 
Dept. AL, Fitchburg, Mass. 

Circle No. 206 on Handy Cover Card 





For more facts, use 
handy back cover 
coupon. 
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Three Decorative Escutcheons 


Three new decorative escutcheons are 
especially designed to add distinction to 
entrance doors. The escutcheons are 
manufactured from solid brass or bronze 
and are available in a wide variety of fin- 
ishes, including brass, bronze, black, 
chrome and satin chrome. 

No. 1634 Wing escutcheon (extreme 
left) adds a futuristic style note to any en- 
trance utilizing 5” backset locks. The 
escutcheon is reversible for both right 
and left-hand door installation and also 
for double doors. 

No. 1635 Tall Square escutcheon (left, 
middle) and No. 1636 Half Round es- 
cutcheon (left) blend well with con- 
temporary or oriental architecture. Both 
are designed for double or single door in- 
stallation with 244”, 23%4” or 5” backset 
locks. 

Market data. Individually packaged, the 
three new escutcheons are ideal items for 

For more new products, 
see page 46) 
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NEW PRODUCTS 
(begins on page 44) 





sale to both consumers and contractors. 

They are available from hardware and 

millwork distributors. Literature is avail- 

able to dealers. Weiser Co., Dept. AL, 

4100 Ardmore Ave., South Gate, Calif. 
Circle No. 207 on Handy Cover Card 


Hydraulic Closer Is 
Guaranteed for 15 Years 


Called the Glidraulic, a fully hydraulic 
closer for storm and screen doors is 
guaranteed by the manufacturer for 15 
years. The closer offers double latching 
power, double wind resistance and it is 
easily installed. Its completely sealed 
mechanism requires no adjustment for 
climatic conditions, maker announces. 

Market data. Suggested retail price of 
the closer is $5.95. Offering a dealer 
discount of 3343 %, it now is available 
from general and builders’ hardware or 
lumber distributors. Offered in packs of 
six or 12, it is primarily an item for 
consumer sale. Dealers who purchase 
six receive a free demonstrator. Sales 
aids include window banners, envelope 
stuffers and decals. The Illinois Lock 
oy Dept. AL, 803 S. Ada St., Chicago 
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Chain Door Fastener Uniocks 
by Key from the Outside 


Guard-O-Matic permits the occupant 
of the house to see who is at the door be- 
fore allowing them to enter. However, 
members of a family need no longer ring 
the doorbell or go to another door to 
gain admission to their own home when 
Guard-O-Matic is in use. To release the 
chain from the outside, merely turn key 


in cylinder and locking pin drops from 
slot as shown in photograph above. From 
the inside, merely slide pin from slot. Pin 
hangs in base of chain plate when idle. 

Market data. Suggested retail price of 
Guard-O-Matic ranges from $3 to $4, de- 
pending on finish. Offering a dealer dis- 
count of 50%, it is available from job- 
bers or direct from maker. It is packaged 
one per box; six per display carton. It is 
easy to install. Just drill one 1% ’ diam- 
eter hole and put in the screws provided. 
It is an ideal item for both consumer and 
contractor sales. Dealer sales aids include 
catalog pages, envelope stuffers and sam- 
ple mounts. Independent Lock Co., Dept. 
AL, Fitchburg, Mass. 
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Wood Folding Door Hardware 


New Leigh Economy Hardware for 
wood folding doors is designed for pro- 
duction-line installation, maker states. 
Pivots and guides are screwed into posi- 
tion, but are equipped with hexagonal 
collars to accommodate power tools as 
well as ordinary wrenches. 

_ The nylon-capped guides slide easily 
in the extruded aluminum top track for 
accurate door alignment and smooth 
operation. For bottom alignment, sets 
are offered with full bottom track, floor- 
type aligners or ski-type aligners. Photo 
above shows No. 6100 Series economy 


door hardware set with floor-type aligner. 
An extruded aluminum bottom track is 
furnished with No. 6200 Series sets; 
ski-type aligners are furnished with No. 
6000 Series sets. : 

Market data. Track sections for Leigh 
economy hardware are packed in 2-panel 
lengths for added flexibility. A single set 
may be used for one 4-panel or two 2- 
panel doors. The 2-panel sets are reversi- 
ble and can be used with right-hand or 
left-hand doors. Literature is available. 
Leigh Building Products, Div. of Air 
Control Products, Dept. AL, Coopers- 
ville, Mich. 
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Develops Single-Track Nylon 
Roller Drawer Slide 


A new single-track Amerock drawer 
slide offers quick, easy installation. The 
steel track mounts under the drawer in 
the center of the cabinet and occupies 
unused space between the drawers. Only 
5/16” vertical clearance and ¥%” clear- 
ance between sides of cabinet and drawer 
are required. Drawer is easily removed 
with a slight tipping action. Drawer rides 
smoothly and quietly on two nylon rol- 
lers and two nylon glides. 

Easily applied to new cabinets, the 
single-track slide can be used with some 
existing cabinets, depending on con- 
struction. The slide works best with 
loads up to 30 pounds but can be used 
to support up to 50 pounds, maker states. 

Market data. The new slide is avail- 
able in three types of packaging for small, 
medium and large-quantity users. Re- 
gularly furnished in four standard 
lengths, the slide is easily cut for in- 
between sizes. A store demonstrator is 
available to dealers with a quantity of 
starting stocks. Amerock Corp., Dept. 
AL, Rockford, Til. 
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Aluma-Slide Makes It Easy to Build Sliding Doors 


Aluma-Slide sliding door track sets 
make it easy for a homeowner or a 
contractor to build sliding doors with 
finger-touch action for closets, kitchen 
or workshop. Made of sturdy extruded 
aluminum, the tracks do not require 
hangers, roller or sheaves. Panels slide 
easily on a specially designed bottom 
track. Aluma-Slide is packaged in sets 
for 4%”, %4”", %”, %” and %” sliding 
panels of perforated hardboard, Mason- 
ite, glass or plywood. 

Aluma-Slide is available for 3’, 4’, 5’ 
and 6’ openings with holes drilled in 
tracks, screws furnished, ready to install. 


It also is available in bulk lengths of 8’ 
and 12’ including upper and lower track. 

Market data. Aluma-Slide is furnished 
in Alacrome, anodized satin, anodized 
Albright and anodized Albras. Available 
separately are 34” diameter finger pulls 
for %” or %4” panels in brass, copper or 
stainless steel, packed two to an envelope. 
Sales aids include an actual working 
model shown in photograph at left, which 
is offered free of charge with an initial 
order for 24 sets or more. Macklanburg- 
Duncan Co., Dept. AL, Box 1197, Okla- 
homa City 1, Okla. 
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Self-Aligning Cabinet Catch 


A new, self-aligning double-roller 
cabinet catch features improved holding 
power, maker announces. This is 
achieved by two polyethylene rollers 
securely attached to a pair of specially 
treated, lifetime spring wires. Sufficient 
play in the movement of the rollers 
guarantees positive alignment even when 
catch or strike is misaligned, it is said. 


This also simplifies and speeds up in- 
stallation. 

Market data. Available from your 
jobber, the catch is smooth, quiet and 
trouble free. It is designed for both 
consumer and contractor sales. Penn- 
Akron Corp., Hardware Div., Dept. AL, 
Woodside 77, N. Y. 
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A Combination Lock for 
Home Entrances 


A combination lock is designed to 
add new convenience and security to 
residential entrance doors. The lock 
operates by turning the doorknob left 
and right according to the combination 
number. The lock clicks as the knob 
turns and you “count the clicks” for the 
number. There are no separate dials to 
turn or numbers to read. It can be op- 
erated in total darkness as well as day- 
light, with one hand. 

Market data. The new lockset retails at 


$12.50. It is quickly installed by simply 
drilling a hole through the door to in- 
sert the mechanism and a smaller hole 
in the edge of the door for the latch 
bolt, maker says. Standard exterior finish 
is polished brass. Knobs and escutche- 
ons may be interchanged for custom 
styling. There also is a mortise type lock 
for replacements in mortised doors. The 
Gougler Keyless Lock Co., Dept. AL, 
Kent, Ohio. 
Circle No. 214 on Handy Cover Card 


(Continued on page 


Fastest Dealer Service 


Special arrangements will speed your 
inquiry te the manufaeturers. See the 
back cover for the first really conven- 
ient card for one-stop shopping. 
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PONDEROSA PINE— SUGAR PINE 


WHITE FIR 
DOUGLAS FIR INCENSE CEDAR 
Annual Production 56 Million 


High Altitude, Soft Textured Growth 


Medern Moere Design Dry Kilns 
Manufacturer and Distributer 


PAUL BUNYAN LUMBER CO. 


SUSANVILLE, CALIFORNIA ANDERSON, CALIFORNIA 
Sales Office at Susanville, California 
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NEW PRODUCTS 
(begins on page 44) 





Nylon Latch Bolts Announced 


Russell & Erwin Div. is introducing 
new nylon latch bolts for its Homegard 
line of residential cylindrical locksets. 
Designed for interior locksets, the non- 
corrosive nylon bolt has been pig- 
mented to complement brass or bronze 
hardware finishes. 

Market data. Field tests of the new 
bolt indicate a lifetime of service under 
abusive treatment, maker states. In ad- 
dition to providing a strong latch bolt 
assembly, it offers quiet, easy opera- 
tion. Russell & Erwin Div., American 
Hardware Corp., Dept. AL, Washington 
St., New Britain, Conn. 
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Door Knocker Made of Plastic 


A new American Eagle door knocker 
and name plate holder is fully molded 
from jet black, high-impact polystyrene. 
It will never rust or corrode, announces 
maker. The contact surfaces produce a 
solid “knock” and are inlaid with pure 
solid brass. On the breast of the eagle is 
affixed a solid brass shield. The design is 


appropriate for every decor and style of 
architecture and it is ideal for interior 
or exterior use. 

Market data. Packaged in an impres- 
sive gift box with see-through window, 
the door knocker and name plate holder 
is 744” high x 4” wide x %4” thick. Three 
quality brass wood screws are included 
for easy installation by a handyman. It 
retails for $1. Ru-Son Products Co., 
Dept. AL, 278 Johnston Ave., Jersey 
City, N. J. 
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Door Brakes Hold Door Closed 
or Open in Any Position 


A little pair of friction brakes are 
easily installed on existing door hinges 
to hold a door closed or in any desired 
open position. The two prongs of each 
C-shaped brake wrap around the part of 
one of the hinge butts that surrounds 
the bolt; the flat part is forced against 
the other butt by means of the middle 
screw already in place on the hinge. The 
resulting tension causes an_ effective 
pressure of the two prongs at the wrap- 
around. 

Market data. Made of springy bronze, 
the Door Brakes will fit on any standard 
butt hinges measuring 342”, 4”, 442” or 
5”. Once installed, they are hardly visi- 
ble and require no adjustments, mainte- 
nance or oiling, maker states. One pair 
for one door retails for $1. Each pair is 
mounted on a sales card with simplified 
illustrated installation instructions. Mag- 
nolia Machine Works, Dept. AL, 618 
Magnolia Ave., Elizabeth, N. J. 
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Pulls for Doors and Drawers 


The Engineered Products Co. an- 
nounces two new pulls for doors and 
drawers on cabinets and furniture. The 
pulls are machined from solid brass and 
solid aluminum in three sizes. The 
solid brass model is lacquered; the 
aluminum model is anodized and also 
is available in other colors. 

Market data. Installation of the new 
KP-50 and KP-51 (left to right in photo 
above) is easily achieved by a tapped 
shank which holds securely with a No. 
832 screw, maker states. The Engineered 
Products Co., Dept. AL, P. O. Box 
118, Flint, Mich. 
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Two New Magnetic Catches 


Liberty Hardware Mfg. Corp. an- 
nounces the addition of two new mag- 
netic catches to its line of cabinet hard- 
ware. The No. 85 Magnetic Catch, shown 
in photo at left, is specifically designed 
for steel cabinets. Easy to install, it is 
simply inserted into a stamped-out open- 
ing of the shelf or frame of any steel 
cabinet. Screws are not necessary. No. 
86 Magnetic Catch is especially designed 
for kitchen cabinets and furniture. 

Market data. A positive holding pow- 
er of 12-15 pounds and constant align- 
ment is assured by continuous power 
balance on either catch, maker says. 
Moderately priced, both catches are 
available in bulk, industrial packed. 
Liberty Hardware Mfg. Corp., Dept. 
AL, 44-39 Purves St., Long Island 
City 1, N. Y. 
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Interior Hydraulic Door Closer 





Named Hydra-Close, a new interior 
hydraulic door closer also acts as a door 
check. It will hold a door open at 90°, 
maker says. It is available in two models 
to fit most doors; No. 100 for doors up 
to 30” wide and No. 400 for 30” to 36” 
doors. A patented hood feature com- 
pletely conceals the unit for inconspi- 
cuous inside installation in the home 
or store. Beautiful polished lifetime 
brass finish blends perfectly with other 
door hinge or handle hardware. Smooth 
glide hydraulic action is hermetically 


sealed. It never needs oiling or adust- 
ment, states maker. 

Market data. No. 100 Hydra-Close re- 
tails at $2.95; No. 400 has a suggested 
retail selling price of $3.95. Hydra-Close 
is individually packaged in  blue-and- 
old boxes, six boxes to a counter dis- 
play carton. Standard pack is three left 
and three right-hand hinge mounts. How- 
ever, orders may specify all right or all 
left hinge mounts. T & Service & 
Mfg. Co., Dept. AL, P. O. Box 52, 
Crystal Lake, Ill. 
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Schlage Adds Touch of Gold 
to Aluminum Locks 


Schlage Lock Co. now is offering gold 
anodized aluminum as a_ lock finish. 
Shown in photo below on the Barring- 
ton escutcheon with the Tulip knob de- 
sign lock, the new finish proves as dec- 
orative as it is durable. Three Schlage 
Barrington escutcheons used as picture 
frames repeat the lock motif in the en- 
trance hall. 

Market data. Other Schlage escutche- 
on designs now available in the new 
finish for door locks are the Savoy, 
Darien, Rivieral and Regent available 
with Plymouth, Novo or Tulip knob de- 
signs. Schlage Lock Co., Dept. AL, 
2201 Bayshore Blvd., San Francisco 24, 
Calif. 
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Has Concealed Door Closer 


A new concealed door closer for in- 
terior doors is announced by P. & F. 
Corbin Div. Known as the Hid-n-Rail, 
it is mortised in one location regardless 
of the degree of door opening. The new 
closer also is available for surface 
mounting complete with an attractive 
wrought cover in a range of finishes. 

Designed to simplify installation, serv- 
icing and adjustment, Hid-n-Rail door 
closer features one size of mortise, one 
location, two strengths of springs and 
two lengths of arms for openings up to 
180°. Hid-n-Rail may be fully con- 


cealed in 1344” doors, surface mounted or 
installed in 1%” minimum thick doors 
and concealed with neat trim plates. 
Market data. Full templating and in 
stallation data are available from P. & F. 
Corbin Div., American Hardware Corp., 
Dept. AL, Washington St., New Britain, 
Conn. 
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Larger Rose for Kwikset 
‘‘400”’ Line Locksets 


Kwikset Div. announces the availability 
of Kwikset “400” Line locksets in either 
the Bel Air or Standard design with a 
larger, 2%” rose. In simplifying and 
standardizing lockset installations, Kwik- 
set has increased the rose diameter in all 
functions and finishes from 244” to 25%”. 
This permits the “400” Line locksets to 
be installed in either 2” or 24%” holes 
with sufficient overlap to conceal possible 
frayed edges around the bore. 

Market data. The new wider rose is 
designed to add to the beauty and 
strength of the “400” Line without any 
increase in price, maker states. Custom- 
ers may still order “400” Line locksets 
with 24%” roses until Oct., 1959. Kwikset 
Sales and Service Co., Sub. of The Amer- 
ican Hardware Corp., Dept. AL, 516 I 
Santa Ana St., Anaheim, Calif 
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For Details See New 


Inquiry Card on Back Cover 











Sell PLATED WASHERS 


in Complete 
instead of ‘Piece-Meal” > 





Here’s modern merchandising in staple, 
small-unit merchandise. Save extra 
handling... build up the sale automat- 
ically. Washers are pre-counted, ma- 
chine-packaged. Only Wrought Washer 
makes KLIP-PAC! All standard sizes, 
3/16” to 5/8” bolt size. 
ORDER FROM YOUR JOBBER. 


WROUGHT WASHER MFG. COMPANY 


The World's Largest Producer of Washers 
2203 SOUTH BAY STREET ° MILWAUKEE 7, WISCONSIN 
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Follow Art Hood’s ‘‘Teamwork’’ 


Series in Each Issue of A.L. 
(See Page 52) 





You'll learn 


the way to... “WE'RE ON ‘EASY STREET* NOW THAT WE'RE SUGGESTING 


“SCOTCH’ BRAND MASKING TAPE WITH EVERY PAINT SALE! “ 





— “SCOTCH” and the plaid design ore registered trademarks of 3M Co., St. Poul 6, Minn. 
Dealer Sales Control 
> 


ie 
See Page JMiiwnesora (finine ano ]/fanuracrurine company \) 
vi v 
«++ WHERE RESEARCH IS THE KEY TO Tomorrow Si yy 
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new SALES AIDS 


Puts Padlocks in New Packages 


Five medium-priced Yale padlocks are 
now available in two new kinds of self- 
display packages. One of the new pack- 
ages is a self-selling die-cut card with a 
slip-in-slot. The other is a sturdy trans- 
parent plastic bubble containing a pad- 
lock mounted on a card (see inset in 
photo above). Both are designed to be 
hung on perforated hardboard. 

The eye-catching cards used for the 
manufacturer's new self-selling packages 
are printed in red, white and blue. Im- 
printed messages on each card suggest 
uses for each padlock and indicate its 
principal features. The Yale & Towne 
Mfg. Co., Yale Lock & Hardware Div., 
Dept. AL, White Plains, N. Y. 
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Gliding Door Displays Tell All 


A full line of gliding door hardware 


merchandisers includes three folding 
door and four bypassing door units. Each 
of the seven units takes less than three 
square feet of floor space and contains 
36 sets of fully packaged hardware in 
the most popular sizes, plus a miniature 
installation and an assortment of door 
pulls. 

The miniature installation units illus- 
trate how the track is installed and 
operated. All hardware necessary for a 
complete gliding door installation is 
included in one package: track, hangers, 
guides, stops, screws and _ instructions. 


50 


The wide selection of flush door pulls is 
included with each unit free of cost. 
The door pulls, with a total retail value 
of $16.80, more than pays for the cost 
of the display units, manufacturer an- 
nounces. Kennatrack Corp., Sub. of 
Ekco Products Co., Dept. AL, Elkhart, 
Ind. 
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Residential Hardware Center 


A new display for Sargent residential 
hardware now is available to dealers as 
a part of the maker’s Sales-Tested Profit 
Plan program. The versatile, six-foot 
merchandiser, which lists for $75.90 in- 
cluding a panel of trim, can be used in 
multiples, as a free-standing unit or 
against a wall. It displays various designs 
as well as operating units. 

A lighted store sign also is offered as 
a companion piece to the merchandiser. 
The 12” unit is available at a list price 
of $11.50. Sargent & Co., Dept. AL, 45 
Water St., New Haven 9, Conn. 
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Has Door Closer Display 


A new screen-and-storm door closer 
display is included free of charge with 
each order for six No. 006-D door 


closers. The colorful red, blue and silver 
merchandiser sets up in three seconds 
and displays six door closers and mount- 
ing brackets in individual packages. 
Easy-to-read copy explains how the door 
closer operates. Eye-catching _ illustra- 
tions show it in use. 

The door closer has a suggested retail 
price of $2.44. It is easy to install and 
attaches with only six screws. maker 
says. Newell Mfg. Co., Dept. AL. Lowell, 
Mich. 
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Clothes Dryer Vent Display 


A new three-color, three-dimensional 
display holds a complete dryer vent 
and a section of the new Leigh ivory- 
colored Smooth-Flow duct. Printed on 
the display are illustrations of the com- 
plete Leigh dryer vent line. The counter 
display, which measures 14”x13”"x5'%”, is 
furnished free with a small starting 
stock of Leigh dryer vents and acces- 
sories. 

The Leigh dryer vent line includes a 
low-cost dryer vent for every make and 
model clothes dryer and a 4”x3” adapter, 
which makes a 4” diameter vent suita- 
ble for a 3” diameter dryer outlet, says 
maker. 

Smooth-Flow duct is furnished in 
Leigh Dryer Vent installation kits, also 
available in bulk. Leigh Building Prod- 
ucts, Div. of Air Control Products, 
Dept. AL, Coopersville, Mich. 
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Kit for Home Builders 


The Medalist Hardware Div. has 
available a complete home merchandis- 
ing kit designed for use with open house 
events and model home showings. Among 
the merchandising aids offered free of 
charge are a National Lockset display 
card, a knob hanger, handout folders and 
a key presentation folder to which is 
attached two keys for presentation to the 
homeowner. 
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In the kit is a new decorating ideas 
brochure entitled “Harmony in Hard- 
ware.” The folder is designed to aid 
homeowners in selecting the proper hard- 
ware designs and finishes for a contem- 
porary, traditional or colonial decor. 
Medalist Hardware Div., National Lock 
Co., Dept. AL, 1902 Seventh, Rockford, 
Ill. 
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. DO IT YOURSELF WITH 


Carded Hardware Merchandiser 


A rotating display featuring 41 fast- 
moving items of Standard carded hard- 
ware is supplied free to dealers with 
their basic stocks of Standard mer- 
chandise. Known as the Roto-Pack, the 
display contains 396 three-color cards. 
Each item of carded hardware is com- 
plete with screws in a blister pack. 

Among the items in the display are 
door pulls, cabinet hinges, cabinet 
knobs and pulls, cupboard catches and 
turns, safety window locks and closet 
rod holders. 

The eg has a 14”x14” base and is 
344” high. It swings in a 24” diameter 
circle. Shelby Metal Products Co., 
Dept. AL, Shelby, Ohio. 


Circle No. 230 on Handy Cover Card 


Ah-h-hh. . Something New Again 


Turn to back cover for a time-saving, 
brand-new idea in inquiry cards for 
busy dealers. 
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Roll Former Bends Laminates 


A new Chromalox Roll Former now 
is available for making %4” inside and 
outside radius bends in  postformable 
decorative plastic sheets. Both models 
are thermostatically controlled, type 
PFR-10-A will handle bends up to 10’ 
long and type PFR-12-A is for bends 
up to 12’ long. 

The runesaly built roll former is fur- 
nished complete with an_ electrically 
heated aluminum %4” bending anvil, 
heating element, thermostat, removable 
chromium-plated follower roll (remov- 
able to glue cove blocks and make ins‘de 
bends) and 325° F. Tempil pellets for 
adjusting the thermostat. Edwin L. Wie- 
gand Co., Dept. AL, 7500 Thomas 
Bivd., Pittsburgh 8, Penna. 
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Tractor for Use in Yard 
Or on Building Site 


The Massey-Ferguson Work Bull 1001 
lractor-Loader is ideal for lumberyards, 
maker says. As shown above, it handles 
lumber and other materials with a lift of 
2,500 pounds to 105”. The multi-purpose 
unit has instant reversing for speedy op 
eration, with no clutching or shifting 

There’s a swinging crane attachment 
for the 1001, which handles heavy pipe, 
poles, logs and other unwieldly materials 
You can also use it with other attach- 
ments for yard maintenance and cleaning, 
maker suggests. 

Massey-Ferguson Industrial Div., Dent 
AL, 1009 South West St., Wichita 13N, 
Kans. 
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Rotary Truck Leveler 


Called the Rotary Truck Leveler, a 
new device raises or lowers a truck bed 
to dock level. It employs a non-skid steel 
platform set flush with the paving in 
front of the loading dock. The front edge 
of the platform is hinged and the rear 
edge supported by two oil-hydraulic 
jacks. Rear wheels of the highway carrier 
rest on the Truck Leveler platform over 
the jacks, which are raised or lowered as 
necessary to bring the carrier bed level 
with the loading dock. This type of level- 
ing permits pallet and fork trucks to 
move from truck bed to dock with 
maximum speed and safety, maker an 
nounces. 

An electric power unit with pushbut- 
ton control, located wherever convenient, 
provides oil pressure to operate the jacks. 
Capacity is 40,000 pounds and vertical 
travel 28”. The Truck Leveler may be 
installed at new or existing buildings. 
Rotary Lift Co., Dept. AL, 1054 Kansas 
St., Memphis 6, Tenn. 
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You Dig and Load at Same 
Time with This Unit 


A heavy-duty front-end loader and 
power digger with a common sub-frame 
and powered from a single hydraulic sys 
tem have just been introduced by Sher 
man Products. The digger can be de 
tached in two minutes without use of spe 
cial tools, freeing the tractor for other 
uses. The new loader has a breakaway 
capacity at bucket lip of 5,000 pounds 
and a full lift capacity of 2,500 pounds 
on Ford Industrial and Fordson Power 
Major tractors. 

The digger has a reach of 18’ at grade 
and 12’ below grade. Available digging 
force is 19,250 pounds from a hydraulic 
system rated at 15 gpm at 1,750 rpm, with 
an operating pressure of 2,000 pounds psi 

See your local Ford tractor dealer or 
write to Sherman Products, Inc., Dept. 
AL, 3200 W. 14 Mile Road, Royal Oak, 
Mich 
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A Pattern for Profitable 


Dealer-Contractor Relationships 


How to Put Contractors on the Right Team 


In preceding installments of this series you have learned 
the three basic categories of dealer-contractor “teams.” Be- 
low are some of the ways you can classify your contractors. 

Each contractor in the dealer’s market is an individual 
personality. Each presents a different problem. Each re- 
quires different treatment to get the best results although 
the difference may be slight. 

To get the best results a dealer should conduct a 
profit-oriented identification and classification of the 
varied types and categories of contractors he chooses to 
work with. This classification will play a vital part in 
securing peak performance from the dealer-contractor 
teams. 

It is a matter of taking a manpower inventory. If labor 
$ as important a part of the building package as the dealer’s 
supplies, shouldn’t he have as accurate an inventory of 
his construction manpower as he does of his construction 
materials? 

Every contractor in the dealer’s trading area represents 
a specific profit potential for the dealer. The more that is 
known about each individual the better the chance of the 
dealer playing his cards in such a manner as to secure 
such maximum mutual profit with each individual con- 
tractor. It is essential to have a card record for every 
contractor and tradesman the dealer wants on his mar- 
keting and service teams. 

Basic data—The dealer should maintain an individual 
card or page record for each wanted contractor and 
sub-contractor, each carpenter, mason, painter, tile setter 
in his trading area, with the following information re- 
corded for the individual contractor or contractor com- 
pany: 





Name 

Address 

Telephone 

Type of construction 

Construction specialty 

Largest job handled 

Smallest job will handle 

References from individual 
clients by name and ad- 
dress 

Credit rating 

Annual purchases 

Jobs awarded 

No. of times we recom- 
mended him 
The more you know about 


What happened? 

Owns home? 

Owns truck? 

Equipment? 

Company loyalty? 

Competitive loyalty 

Size of crews 

Does he work with crew or 
supervision only 

Financing supplied 

Credit experience 

Sales ability 

Complete liability coverage 

Monthly payment sales 

Speculative building 

the individual contractor the 


setter chance for mutually profitable relationship. This 
looks formidable, but remember, this job only has to be 
done once. It can be Kept up-to-date with just a little ef- 
fort. With such a file at his finger tips, the dealer would 
know more about availability of manpower for any con- 
struction work than anyone else in his trading area. This 
construction manpower card record and inventory will 
constitute a veritable gold mine of potential profit for 
dealers who set it up! 

There are as many ways of handling contractors as 
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there are basic classifications of contractors to be handled. 
Sound planning would go after the large profit pos- 
sibilities first and then pan out the finer dust. After se- 
curing the basic data and recording them on individual 
cards, the dealer might roughly divide the cards into 
eight basic groups. 

1. Associated General Contractor members and others 
who specialize in other-than-home building construction, 
large projects, heavy construction. 

2. Large operative builders—100 houses per year or 
more. 

3. Medium 
year. 

4. Small operative builders—1i-25 houses per year. 
Sub-classify 2, 3, and 4 by whether or not they do 
custom building, financial strength, building site owner- 
ship, sales organization, availability of mortgage money 
and dealer service requirements. 

5. Individual custom-built home builders—houses only. 
_ 6. Custom-built home builders who will take structural 
improvement work. 

7. Home improvement and specialty contractors who 
do not do new home work. 

8. Sub-contractors and outside materials tradesmen. 

Groups 5, 6, 7 and 8 above should be sub-classified by 
number and size of crews, volume, type of work, credit, 
experience, purchase volume, buying practices, creative 
selling experiences and potential, willingness to sub-con- 
tract with dealer as prime contractor, financial strength 
and needs, reliability, responsibility and reputation. 

After such classification the dealer is in a position to 
assign each individual contractor to one of three teams: 

The “B” or building team—Those contractors he will 
sell for. 

The “S” or contract sales team—those contractors the 
dealer will sell with. 

The “I” or independent teams—those contractors the 
dealer will sell to. 

The control and profit potential is greater for the 
dealer working with the “B” team, less with the “S” team 
and still less with the “I’’ team. Obviously the more con- 
tractors the dealer has on his “B” team, the more volume 
he budgets in this area in his “sales mix” the more profit 
he will make. However, no dealer should overlook the 
potentialities in both the “S” and the “I” team. 


38 CONTRACTOR TYPES 


operative builders—25-100 houses per 


Potential members of a dealer’s building (B) team: 


1. The contractor who is a mediocre salesman and 
who will lose as much business as he closes if he follows 
leads without coaching. 

2. The contractor who is completely inadequate as a 
salesman and who ruins more business than he sells when 
he follows leads. 

3. The contractor who fails to make a good profit 
because of a lack of knowledge of good business practices. 
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4. The contractor who is a poor estimator and whose 
accounting records are usually in a jumble. 

5. The contractor who is slow and depends on dealer 
financial help. 

6. The contractor who is “in” to the dealer heavily 
creditwise, with little chance of working himself out. 

7. The contractor whose performance is average and 
will “get by”. 

8. The contractor who will take any type of mer- 
chantable construction work. 

9. The contractor who wants new home or farm 
construction exclusively. 

10. The contractor 
work only. 

11. The contractor who has but one crew. 

12. The contractor without a crew who operates as an 
individual. 

13. The cut-price contractor who strives to keep him- 
self continually employed by taking jobs at day wages. 

14. The contractor who is so competition-conscious 
that he seldom figures an adequate profit and tries to 
beat down the material suppliers to eke out a profit. 

15. The contractor who is willing to operate under the 
dealer’s sales direction and control. 

16. The contractor who works part time for himself 
but will also work on another contractor’s crew. 

17. The master mechanic or foreman who has the 
potentiality of becoming a contractor. 

Potential members of a dealer’s contract-sales (S) team: 

18. The contractor who can sell and can be trusted to 
translate leads and prospects into sales. 

19. The contractor who is a good business manager 
and keeps his affairs in ship shape. 

20. The contractor who is unusually capable and re- 
sponsible and who would be recommended to the most 
exacting customer. 

21. The contractor who appreciates dealer cooperation 
and help and is willing to pay for it. 

22. The contractor who operates several crews. 

23. The applicating contractor who specializes in a 
certain type or types of end-use construction packages. 

24. The contractor who appreciates the need for ad- 
vertising and promotional work on the combined package 
of labor and materials and is willing to pay the cost of 
same. 

25. The contractor whom competitors generally recog- 
nize as being on my team. 

26. The speculative or operative builder whom I can 
control through financing. 

27. The contractor who is willing to spend time with 
the dealer’s salesmen figuring the labor on deals so that a 
definite and firm price can be quoted by the dealer. 
Potential members of a dealer’s independent contractor’s 
(1) team: 

28. The contractor who is adequately capitalized and 
usually discounts his bills. 

29. The “wood-butcher” whose skills and ability are 
below average and conducive to customer complaints. 

30. The contractor who is indifferent to dealer helps 
but will use all he can get—at a competitive price. 

31. The contractor who doesn’t want anything from 
the dealer except low price for standard service. 

32. The speculative builder who builds 100 or more 
houses per year. 

33. The speculative builder who builds 25-100 houses 
per year. 

34. The speculative builder who builds less than 25 
houses per year. 

35. The contractor who has his own supply of building 
sites. 

36. The contractor who has lined up an _ exclusive 
supply of mortgage money. 

37. The contractor whom I recognize as being on one 
of my competitor’s teams. 

38. The contractor who is not reliable and yet expects 
to be recommended. (A recommendation is as good as a 
guarantee in the consumer’s mind) 

These 38 types of contractors may be broadly grouped 
into the above three categories. 


who wants home improvement 
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99 Ways to Sell at a 
Profit Against Cut- 


Price Competition 


Art Hood says ‘‘Here's a 
book | think you should 
have. It gives you suc- 
cessful answers for when 
the buyer says ‘Your 
price is too high.’ In all, 
this book contains 99 
ways to sell at a profit 
against cut-price compe- 
tition. 

“‘More than 4,000 top 
dealers have paid a total of almost $400,000 to 
get this same kind of information, as part of my 
Lumber Dealer Management Workshops.”’ 

Tells you how to set up a profitable price struc- 
ture to start with; how to quote price; how to get 
the facts with which to sell him from a buyer; how 
to sell quality over price; what to do about com- 
petition and the recipe for profit and how to 
use it. 

Also, tested selling sentences to convince buy- 
ers that your price is the right price; tested sell- 
ing sentences that sell quality and value and 
tested selling sentences for when the competition 
really gets tough. 


Arthur R. Hood, 
Chairman of Editorial 
Board, American 
Lumberman Magazine 


Prices: one copy 50 cents; 2 to 5 copies 45 cents; 
6 to 10—40 cents; 11 to 50—35 cents; 51 to 
100 copies 30 cents each. 

Te order simply fill in the coupon below and 
send to address indicated. Your order will be 
sent to you by return mail. 

Note: please enclose money order or check 
with your order—we cannot afford to bill you 
at these low prices. 

Send in your order now! 


AMERICAN LUMBERMAN 
59 East Monroe Street 
Chicago 3, Illinois 


_ copies of 99 Ways to Sell at a 
Money to cover 


Please send me - 
Profit Against Cut-Price Competition." 
is enclosed. 


Name 
Company 
Street 
City 

State 
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Classified 
Advertising 


Terms — Cash With Order 
Minimum Charge $7.50 


Rates: 

1 Time —30c per word for each insertion 
Minimum charge of $1.50 per line 

3 Times—25¢ per word for each consecutive 
insertion. Minimum charge of $1.25 
per line. 


Add $1.75 per insertion for blind ads bearing 


box number. 


No agency commission or cash discount 
allowed 

All ads for classified section must be in Pub- 
lisher's office 14 days preceding date of pub- 
lication, Advertisements are set in uniform 6 
point style. No cuts or special borders al- 
towed. Replies forwarded without additional 
charge. Count five words to a line and when 
less are specified or used, regular line rate is 
charged. When answering box numbers or 


mailing copy for ads address them to: 


AMERICAN LUMBERMAN 
59 East Monroe St., Chicago 3, Ili. 
Phone: Fi 6-7788 





HELP WANTED 





HELP WANTED: Manager-Lumber Yard- 
West Coast Florida. Salary, Profit sharing 
Age 35 to 40 years. Write all details to Box 
J-29 American Lumberman & Building 
Products Merchandiser. 





Wanted: 2 experienced salesmen by old es- 
tablished wholesaler operating distribution 
yard in rich territory carryin lumber, 
mouldings, trim, plywood, and building ma- 
terials and making direct shipments. Be- 
cause of diversified line can make attractive 
proposition to producers. Address Box J-37 
American Lumberman & Building Products 
Merchandiser. 





Practical man capable of planning, setting 
up, and completely supervising production 
of window and door units, panels, trusses 
and other component house parts wanted by 
well established and financed lumber firm 
in Baltimore-Washington area. Good oppor- 
tunity for energetic man with current pre- 
fabrication experience to get in on ground 
floor and share in profits of this affiliate 
company. Write in confidence with resume 
of your experience, initial salary require- 
ments, etc. to Box J-43 American Lumber- 
man & Building Products Merchandiser. 





MANAGER .« SALESMEN « WANTED 
Immediate openings for sales personnel ex- 
perienced in domestic and imported ply- 
wood or lumber. Opportunity for two sales- 
men and one General Sales Manager of 
Building Materials Division in nationally 
recognized, rapidly expanding export-import 
concern. Will consider men with Eastern 
experience and contacts wishing to relocate 
in Sunny California. Top men are assured 
a good income and future. Send detailed 
resume to Box 104, Glendale, Calif. 








HELP WANTED 








BUSINESS FOR SALE 














DETAILER-BILLER WANTED 
Athens Lumber Company needs for imme- 
diate employment capable and sober detailer 
and biller for its millwork plant. Call John 
Bondurant at Liberty 6-0161 or write him at 
Box 192, Athens, Georgia. 





Large northern Ohio lumber company with 
retail locations requires experienced store 
managers with knowledge of retail hard 
goods line. Excellent income opportunity and 
employee benefits. Address Box J-42 Amer- 
ican Lumberman & Building Products Mer- 
chandiser. 





Wanted Manager. Yard newly remodeled two 
ears ago. Populaton 500. Large trading area 
his is a private yard. Manager mang, Soeee if 
roves ers Reply to Raymond arhand, 
udyard Lumber Co., Rudyard, Montana. 





SITUATIONS WANTED 











Young married yard superintendent with 
seven years experience in estimating, sales- 
work, setting up precutting lines, and han- 
dling men, desires position as assistant man- 
ager with a future. Have scored grade A in 
several university extension courses. Would 
like position in western part of U.S. Address 
box J-40 American Lumberman & Building 
Products Merchandiser. 





Available—aggressive manager with broad 
experience in merchandising and sales pro- 
motion. Fourteen years in retail lumber. 
Seeking position with greater challenge and 
potential. G references. Address Box J-45 
American Lumberman & Building Products 
Merchandiser. 





SALES REPRESENTATIVE 
WANTED 











LUMBER SALESMAN 
Well Established No Yard Lumber Whole- 
saler has openings in Chicago, Northern 
Illinois, and Milwaukee Areas. Exclusive 
Territories with Limted Travel required. 


An Excellent Opportunity for Established 
Salesman desiring a change. 


Our Employees know of this ad. 

All replies Confidential to Box J-33 Amer- 
ican Lumberman & Building Products Mer- 
chandiser. 


Give Personnel Background and Experience. 
First Reply. 





Sales Representative—Prominent building 
materials manufacturer with nationwide dis- 
tribution, requires an experienced salesman 
for Michigan, Ohio, and Indiana. Opportunity 
for advancements. Send complete resume 
and salary required to Box J-44 American 
Lumberman & Building Products Merchan- 
diser. 





LUMBER & DIMENSION 
WANTED 





FOR SALE! FOR PENNIES! 

two cars of 6’ S2S used Oak stacking sticks 
guaranteed 100% usable 4¢ each fob mill. 
Please phone or wire your order. Gaiennie 
Wholesale Lumber, Box 1774, Shreveport, 
Louisiana. 


FOR SALE: Lumber, Build Material, 
paint and hardware, small Alaska town. 
Grossing average $100,000—2 buildings, good 
inventory, going concern. Excellent buy, 
some financing available. Address Box G-51 
American Lumberman, Inc. 





BUSINESS OPPORTUNITIES 











Lumber & Building Material business, North- 
western Pennsylvania, well established, sales 
$175,000., Modern buildings, rural commu- 
nity, no nearby competition, land, buildings, 
equipment & inventory all for sale. Address 
Box J-41 American Lumberman & Building 
Products Merchandiser. 





MISCELLANEOUS FOR SALE 





CARPENTERS APRONS 
Write for prices and information. 
THE MINNESOTA SPECIALTY CO. 


119 North Fourth Street 
Minneapolis 1, Minn. 








12-PAGE 
TRUSS 


REPRINT 


Now available is a special 12- 


page reprint discussing all phases 
of truss fabrication for residen- 
tial construction. 

Titled 


Sense,” 


Making Makes 
this reprint is the most 


“Truss 


complete, most up-to-date job of 
reporting available on the sub- 


ject. 


Single copies 25¢ 
Remittance must accompany order 


QUANTITY PRICES ON REQUEST 


AMERICAN LUMBERMAN 
59 E. Monroe St., 
Chicago 3, Ill. 











Circle No. 321 on Handy Cover Card 
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“Have You Overlooked This’’ 


The following manufacturers were carried 
in the Aug. 17 issue of American Lumber- 
man & BPM and are again listed with their 
inquiry numbers for your convenience. Use 
the Haniy Cover Card for more information. 


Admiral Corp. 68 

Full details available on Admiral built-in 
kitchens. 

Bird & Son, Inc. 79 

Write for information on Wind Seal shin- 
gies. 

Borden Co. 1 

Back to school special on Elmer’s Glue- 
All—order 12, pay for 11. 

Bruce Co., E. L. 

Price lists, literature, and sales aids on 
Bruce Ranch Plank hardwood floors 
available upon request. 

Burroughs Co 

Write for free ‘booklet “From Journalizing 

to Report Writing. 
Buss Machine Works, Inc 
Descriptive bulletin on Ideal Planer is 
yours for the seep 
Carey Mfg. Co., The Phi 
Fire-Chex °325 js thivng 
Carey Mfg. Co., The Philip 95 

Ceramo clapboard siding described in full- 

color bulletin. 
Celotex Corp. 

“Life-of-Building’ guarantee indicates 
quality construction with “Strong-Wall” 
insulating sheathing. 

Continental Can Co. 

National advertising program pre-sells 
Conolite plastic laminate. 

Continental Steel 7 

Continental welded wire reinforcing fabric 
insures 30% stronger concrete work. 

Dicks-Armstrong-Pontius, Inc. 
| offered on complete line of DAP 
ucts including rope caulk and 
wik-Seal. 
Dodge Trucks 

Dependable Dodge trucks are two-way 
money-savers; you buy them for less 
and you run them for less. 

Dur-O-waL 90 

Dur-O-waL insures crack-free masonry 
walls with a backbone of steel. 

Fordyce Lumber Co. 

Fordyce lumber available nested, pack- 
aged, or strapped for handling conven- 
ience. 

Georgia-Pacific 

Georgia-Pacific introduces its new _trade- 
mark—a guarantee of qualty and relia- 
bility on lumber products. 

Homasote Co. 

Free cost-reduction analysis made in strict 

confidence on your house plans. 
Independent Lock Co. 

Attractive demonstrating display free with 

order of seven or more Guard-O-Matics. 
Inland Steel Co. 93 

Manufacturer offers catalog on Milcor 

Ribform. 
agua Div., Minnesota and Ontario Peer 

For details on Insulite ‘“‘Durolite” ceiling 
tile use handy cover card. 

Keystone Steel & Wire Co. ............... 60 

Complete information available on Key- 
wall galvanized masonry joint reinforce- 
ment. 

Major Industries a 

Write for information on new nautilus 
no-duct hood that purifies kitchen air 
without vents or ducts. 

Marlite 72 

Complete information available on Marlite 
random plank in six new Trendwoods. 

Masonite Corp. 7 

Brochures available on Masonite exterior 
panels. 

Massey-Ferguson Industrial Division 5 

Work Bull 204 industrial tractor has pedal 
directional control. 

Midland Co. 4 
Details available about dealership oppor- 
tunities for power garden equipment. 
National Mfg. Co. 111 
Free catalog offered on builder’s hard- 

ware. 
Neils Lumber Co., J. 

Free plans and erection instructions avail- 
able on penta treated poles and posts. 

Pacific Lumber Co. 

‘Paleo’ architectural redwood is backed 

by 90 years of experience and quality. 
Ponderosa Pine Woodwork 102 

Independent survey indicates public’s pref- 

erence for wood windows. 
Reflector Hardware Corp. 
Three new Spacemaster catalogs ition 
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Regal Window Products § 
Literature, price lists, and sales informa- 
tion offered on Regal Jalousie basement 
windows, and “‘Silent-Salesman”’ counter 
display. 


Republic Steel, Truscon Division é 
iggest sales- -atiracting promotion on ‘ree- 
ord for new improved Truscon Tru- 
Diamond metal lath. 


Reynolds Aluminum 
Free storm window promotion kit offered. 


Roddis Plywood Crp. 
Brochure “Working. with Veneered Tim- 
blend” and samples of the Timblend 

are offered free. 


Ruberoid Co. 
Ruberoid gives a complete line of prod- 
ucts for every roofing and siding need. 


Sargent 
Exclusive “T-Zone” toughness is an extra 
feature of Sargent residential hardware. 


Skil Corp. 105 
Free blade kit with new Skil Jig Saw 
gift pack makes for fast turnover. 


Southeastern Tool & Die Co. 
Information offered on storm door units 
and two-track overlap, two-track blind 
stop, or triple tilt storm windows. 


Southwest Lumber Mills, Inc. 84 
The quality in Southwest “Friendly Indi- 
an” brand lumber means dealer’s profit. 


Sterling Corp., John 55 
Write for literature on new Micro-Cam 
hanger for sliding doors. 


Trinity White Portland Cement 
Trinity White is useful in almost every 
type of building, both inside and out 


U.S. Aluminum Siding Corp. ‘es 
Manufacturer offers ad mats, brochures, 
slides, price lists, and a ‘“‘pitch-book” 
designed to sell Kover-Lum. 


Wells Aluminum Corp. 
Descriptive aluminum threshold brochure 
offered. Full details on fabricating and 
dealership available upon request. 


Western Veneer & Plywood Co. .. 61 
The Teco Tested mark insures dependable 
quality plywood. 


Weyerhaeuser Sales Co. o> 

Special heavy-duty packaging that pro- 

tects paneling makes 4-Square Idaho 
White Pine easier to stock. 


Yuba Power Products, Inc. 
Nine point profit-makin program for 
Yuba’s Shopsmith includes a self dem- 
onstrating display. 





ADVERTISERS’ INDEX 





Acme Steel Co. 


Bennett Mfg. Co., Richard C. . 
Bestwall Gypsum Co. 

Bethlehem 
Bunyan Lbr. Co., Paul 


yy Co. 


Certain-teed Products Corp. 
Clarke Floor Machine Co. 


Dexter Lock Division, 
Dexter Industries, Inc. 


Formica Corporation, 
Sub. of Cyanamid 


Goodman Lbr. Div., 
Calumet & Hecla, Inc. 


Mauk Lbr. Co., The C. A. 
Mauk Seattle Lbr. Co. 
Minnesota Mining and Mfg. Co 
Multiplex Display Fixture Co 


National Gypsum Co. .............. 3, 
National Lock Co., 

Medalist Hardware Div 
National Retail Lumber Dealers Assn. 


Pickering Lbr. Corp. a 
Pittsburgh Plate Glass Co. 


Roddis Plywood Corp. 
Tennessee Stove Works 
Warp Brothers 

Wells Lbr. Co., 


Wisconsin-Michigan Group 
Wrought Washer Mfg. Co. 
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MEN IN NEWS 











* Gilbert L. Oswald has been named 
general manager of Simpson Redwood 
Co., Arcata, Calif. 


¢ William C. Bell, manager of the 
Speedway branch of J. Knox Corbett 
Lumber Co., Phoenix, Ariz., has been 
elected president of the Speedway Mer- 
chants Association. 


* LaVerne W. Disney has been elected 
vice-president and treasurer of the 
Nichols Wire & Aluminum Co., Dav- 
enport, Iowa. 


Caleb Burgoyne has been named 
president of Burgoyne Lumber Co., 
Pensacola, Fla. 


¢ L. Lampert has been elected to the 
new post of board chairman for Lam- 
pert Lumber Co., St. Paul. He is suc- 
ceeded as president by his son, John 
R. Lampert. L. E. Solum was named 
executive vice-president and L. C. 
Brendal vice-president. 


¢ Kaiser Gypsum Co., Oakland, 
Calif., announces the appointment of 
Hugh L. Crabb as acoustical prod- 
ucts manager. He will direct the mar- 
keting of the firm’s new and ex- 
panded lines of acoustical and deco- 
rative tiles. 


Eugene A. Miller has been named 
manager of Sutherland Lumber Com- 
pany’s yard in Omaha, Nebr. He 
succeeds Bob W. Zschocke, who has 
heen transferred by the firm to Cin- 
cinnati, Ohio. 


*Arthur Temple, Jr., nationally 
known East Texas lumber executive, 
has been elected to the board of di- 
rectors of Southwest Lumber Mills, 
Inc., which maintains headquarters in 
Phoenix and operates mills in Flag- 
staff and McNary, Ariz., and Corri- 
gan, Texas. 


¢ J. Russell Kearl is the new manager 
of the Logan (Utah) division of An- 
derson Lumber Co., succeeding LeRoy 
Anderson, who assumes managership 
of the firm’s Salt Lake City branch. 


* A. R. Green has been promoted 
from treasurer to vice-president of 
Simpson Timber Co., Seattle, Wash. 


¢ A new market development depart- 
ment has been created by Kaiser Alu- 
minum & Chemical Corp., Oakland, 
Calif. John E. Menz will supervise the 
department. 


Distributors Announced 


* The Georgia-Pacific Corp. has been 
appointed a distributor of Formica 
products in Baltimore, Md., and sur- 
rounding areas, including parts of 
Md., West Va. and Del. 
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The honeymoon’s over when hubby stops wearing his toupee 
around the house. 
ca x ¥ 


Cowboy: “You're putting the saddle on backward, aren’t 
you?” 

Dude: “That's all you know, smarty. You don’t even know 
which way I’m going.” 

* * - 

Somebody’s gotta try to hold down inflation. At least that’s 
what Fred’s wife said as she opened his paycheck for him 
every Friday. But she did let him have four dollars of it each 
week for spending money. 

You can imagine his excitement as he came rushing home 
one night. “Agnes, Agnes,” he shouted, “What do you think? 
You won’t believe me but it’s true! We’ve won fifty thousand 
dollars in a lottery. Fifty thousand dollars!” 

Agnes paused then asked. “And where did you get the money 
for the ticket?” 

+ 3k * 

You got troubles? Sure, everyone’s got troubles, one kind or 
‘nother. We at MAUK specialize in getting rid of troubles. We 
aren't all things to all men, however. No cures for overweight, 
no advice to the lovelorn because we are specialists and solve 
only the business problems of the retail lumber dealer. 

At this we are quite good; more experience, better facilities, 
greatest success, that’s the MAUK story. 

Whatever your problem in butlding supplies we can work 
with you to solve it. Call MElrose 3-0300 and say, “Hello, got 
a problem.” We’ll answer, “Hello and here’s the solution.” 

Go ahead, bet a dime on a phone call or, if you’re not a 
betting man, reverse the charges and we'll take our dime back 
out of your new big profits. 

a a 4 

Simple Celia says you can’t always tell which gals are on 

diets but you can tell which ones aren’t. 
* * * 

Anybody who doesn’t think he needs a psychiatrist these 

days should have his head examined. 
~ * a 

Then there was the girl who was so narrow minded she 
needed only one earring. 

” cd oe 

Do You Know What Dep'’t.: 

Do you know what the awkward age is? When a girl is too 
old to count on her fingers and too young to count on her legs. 

Do you know what the in between age is? When a boy knows 
why a strapless evening gown is held up but doesn’t know how. 

Do you know what the age of wisdom is? When you learn 
to count on MAUK for every aid to you, the retail dealer. 

* + a 


MAUK Seattle Lumber Co. 
Seattle, Washington 


zs + @ 


#2) The C. A. MAUK Lumber Co. 
a Toledo, Ohio 
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COUNTER CARD, WALL STREAMER and mobile suspended from 
ceiling help sell fiberglass products for Ed Zaret, Baldwin, 
N. Y., lumberman, behind counter. In foreground are John 
Scalia, Nassau County salesmen for Schiff Distributors, Inc. 
and Richard Schiff, president of the Bronx firm which sells the 
Barclay products to dealers. Zaret holds new merchandising 
manual on the fiberglass line. 


Fiberglass Success 


During its first year of selling Barclite reinforced fiber- 
glass, H. E. Schiff Distributors, Inc., sold over a quarter of 
a million square feet of the panels. “This enabled us to turn 
over our original investment more than 12 times,” said Rich- 
ard Schiff, president of the Bronx, N. Y., firm. 

On the basis of the first year’s success, Schiff is now han- 
dling other Barclay products, including plasticoated wood 
grain panels known as Barcwood. 

Schiff’s distribute through retailers such as Zaret Lumber, 
Baldwin, L. I., whose displays are shown above. “Through 
Barclite we are able to furnish sample cuts and counter dis- 
play material that we know can be used attractively in the 
limited display and selling area,” said Schiff. 

The Bronx distributor has four salesmen who call on over 
3,000 accounts. Six trucks provide immediate delivery for 
dealers. 


‘‘Good Deal’’ Says Lumber Dealer 


Christman Lumber, 
Spring Lake, Mich., had 
never handled = specialty 
consumer lines such as 
power lawn mowers until 
Hardware Wholesalers, 
Fort Wayne, Ind., sug- 
gested it. 

By displaying a sample 
in the office and promoting 
the $49.95 mowers on the 
radio, Christman’s _ sold 
some 35 mowers within a 
week. “We were amazed,” 
said George Christman. 
“It’s really a good deal.” 


LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 





a hot profit builder for 


your rental department 


Shampoos and vacuums 
upholstery with ease 


ee 


Clarke i sseeilimisiild — the only 
upholstery cleaner that shampoos and vacuums 


Here’s a hot one . . . the rental machine you asked for, the 
only one of its kind on the market, pioneered and developed 
by Clarke to do what no other machine can do — combine 
shampooing and vacuuming into one compact, easy-to-use 
efficient unit. 

The new Clarke Upholstery Shampooer-Vac does a profes- Gives professional result 
sional job, works aerated foam into fabric to get the deep on stair carpeting 
down dirt, then whisks foam and dirt away with its powerful 
vacuum, leaving the fabric clean and sparkling. It’s as simple 
as that — and absolutely safe for household use. 





Just imagine how easily it'll rent. And imagine the profits 
you'll reap — from rental fees, sales of Clarke Upholstery 
Shampoo and all the other items your customers will buy 
or rent. 

Find out about this hot new rental machine now . . . about 
the new merchandising aids Clarke offers . . . and the big 
profits that await you. 


Makes automobile interiors 


Write for full information today. sparkle, too 


Clarke Upholstery Shampoo 
increases your profit on | = 
every rental. 3 


Authorized Sales Representatives and Service Branches in Principal 
Cities. In Canada: Clarke Floor Machine Company, (Canada), Ltd., a e 
21A Pe i io. 
dvance Rd., Toronto 18, Ontario FLOOR MACHINE COMPANY 
468 E. Clay Ave., Muskegon, Mich. 
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— ioe PACKAGED STORM COVERS 


Fastest Selling 


Storm Window Kit @ 
(UG AME 494 dake gh TORM 
STORM DOOR Window Size 


36” x 72” Plastic Two Full Size Storm Windows Ready to Tack On 36” x 84” weather- 

Sheet. nian &. a "proof kraft with 

18’ Fibre Molding i. a 7 12” x 12” clear oa _ 6x10’ 

Package of Nails : _ f plastic window. Transparent 

One full size St = 21’ Fibre moldin mn fuste 

wiadow pecked 2 Sheets Plastic—72” x 36” pap - Package of Nails a ney se 

in each colorful box 36 Feet Fibre Molding. 7’ x 3’ Heavy Duty Transparent ae . and 60’ Special 

36 in a Dispensing 2 Packages of Nails Plastic Sheet, 21’ of Molding and indetemiy eangped, Double Face Tape 

Display Carton Packaged in Snappy3 Color Plastic Envelope. Package of Nails. Packed 24 to ready to sell-Packed 12 to Packed 6 in attractive counter 
: g ppy pe.f Attractive Counter Merchandiser. a Handy Dispenser Carton. Display Box 


50% 


MARK-UI 










COMPLETE KITS FOR DOORS AND WINDOWS 









Sc (fi TOP QUALITY PLASTIC PRODUCTS 


RIBBED MATTING AND ye RUNNER Silty Cover’ iL Viffy-Wrar 
PLAST- O- Mat : “mnt Vinye- MAT’ | peor com | St _ 


Cut oy 
1 doz. rolls 
60” x 30” 
Packed in 
n SY Sal Se 
Bulk Rolls >&r-service 
wide Www 50’ & 100° Cone, 


All Plastic 
Floor oe Lengths Tough, Clear, Extra Heavy 


New type of transparent 
plastic wrap—preserves 
on protects household 
2 Individually packaged. arti¢les from harmful dust, 
25 & SOFT. Rolls . > : , 

Red, Green, , , Contains all materials neces- dirtand moisture. 
Bei Vinyl Plastic 9 x 12’ of clear COVERALL. sary for a complete family size Combs in convenient 12” rolls, 
p Floor Runnet Individually boxed. ice skating rink. 50 ft. long in a Dispensing Con- 


lack, White. Packed Doz. to Display Carton. tang) Packed } doe. to Coplay 
car 


See ee 
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Complete ny and Largest 
ange vp) Producers of 
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abnai 5 a “THE BEST THAT MONEY CAN BUY” - FOR FARM, HOME & INDUSTRY ari 
J Use 
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Gots Siace Cover 
The Original Polyethylene Silage Cover 


COVE RS 4 Gauge Heavy Duty agi 
ew ea $ . 
ndividually boxed 6 

5 HANDY and packed 3 toa y 


SIZES ee | shipper. 


available in Post 5Sizes 4 
6 mil black ‘ V4 


Individually boxed 
and packed 3 toa 
shipper. 







MOISTURE-PROOF 


CLEAR 


BLACK 














UP TO 32 = As Low As -10 
SEAMLESS wy ‘ COVERALL DISPLAY 











Coverall is Folded Down in Rolls 
for Easier Selling and Handling. 





Look for the Name "‘Warp'’s COVERALL" Brande he edge 


: Carried by Reliable Jobbers Everywhere 











